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The Philadelphia Record, 





Philedelphia, Pa. 
Gentlemen:= - 

After the most careful calculation of the result of our ad- 
vertising of Lettuce Cough Tablets in Philadelphia, we found we had dou- 
ble the results of any other paper from "The Record® 
Very truly yours, 

hManaty Faltr 2° 


Evidence is ‘ss Talk 


WITH THE EXCEPTION OF THE 
FOLLOWING FIGURES: 


CIRCULATION : RATES: it 
AVERAGE FOR FEB, ’98 eB x if 
Daily Edition, 181,309 + 25¢. per Line Daily | 
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THE RECORD PUBLISHING CO., ; 
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Niagara Wastes Ten Million Horse-Power a Second. 


THERE IS 
NO WASTE IN 


Cr 





It is the embodiment of advertising power, the Bridled 
Niagara of the Newspaper World. Concentration 
of Power is the scheme of the age. There are papers 
and papers and lists of papers, but in the words of one of the 
greatest advertisers 


There is but One “Comfort” 


It is the personification of advertising power, the 
one paper in Nineteen Thousand that can furnish the 
power to carry your ad to six million readers, 

All General Advertising Agents represent Comrort. 


W. H. GANNETT, Publisher, 
AUGUSTA, MAINE. 


Boston: New York: Chicago: 
John Hancock Building. Tribune Building. Marquette Building. 
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BENT, PIANO ADVERTISER. 
By H. B. Howard. 

George P. Bent, of Chicago, spends 
$2,000 a month in advertising Crown 
Pianos, but some of the most effective 
publicity Mr. Bent has ever received 
did not cost him a cent. 

To the piano trade the Chicago man- 
ufacturer is known as ‘‘One Grade” 
Bent. The sobriquet was earned by 
the earnest advocacy of apolicy. Bent 
believes that a factory known for the 
excellence of its output can not add a 
cheap article to its line without event- 
ually cheapening the whole establish- 
ment, and in the past year the trade 
papers have printed pages of argument, 
pro and con, all resulting from an 
article which Mr. Bent signed in the 
Musical Courier. 

The Bent theory is simple: ‘‘ My 
factory is first class,’’sayshe. ‘‘Ican 
not afford to pay first-class men first- 
class wages to make second or third- 
class goods, On the other hand, should 
I employ second-class help and mate- 
rial to get a cheap product, I should 
drive my first-class article out of the 
market, for, in the nature of things, 
few dealers would buy my high-class 
piano while I offered another a few dol- 
lars cheaper. I have competition enough 
without supplying any of it myself.’’ 

Nearly every maker of a cheap piano 
has attempted tocontrovert Mr. Bent’s 
contention in print, but the one-grade 
arguments have been found to be sound 
logic and irrefutable. As they have 
been proved by theexperiences of sev- 
eral well-known concerns, most makers 
of standard instruments have concluded 
that it is injudicious to risk identifying 
the name of a fine piano with that of a 
cheap article, and Mr. Bent is largely 
winner by the success which has at- 
tended his championship of the cause. 

Pluck and persistency have done 
much for this comparatively young 
man. Twenty-five years ago he came 
to Chicago an unsophisticated country 
boy. Hard work and frugality gave 
him the opportunity, some fifteen years 
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ago, to start in a modest way to manu- 
facture reed organs. Ten years ago 
Crown Pianos were put on the market. 
Mr. Bent's latest invention, and the 
thing which he advertises most, is the 
orchestral attachment, by means of 
which the piano may be made to imi- 
tate a harp, mandolin, zither, guitar, 
banjo, bagpipe or fife and drums, 
Here is a sample of the original verse 
with which he seeks publicity for this 
novelty : 
THE ORCHESTRAL ATTACHMENT. 
By George P. Bent. 

To test the power of a name, 
I asked a student bound for fame: 
** Suppose, from all the long array 

f instruments of song, 
’Twere yours to choose but one to-day 

Of all the tuneful throng, 

Which would it be, the favored one, 

he chosen instrument, 
To swell the tuneful antiphone ?”’ 
“A Crown,” he said, “ by Bent.” 


And when I asked, with feigned surprise, 
Why thus he chose, he answered wise: 
**Time was when but one instrument 

If great, or even small, 
Sufficed, until the Crown, by Bent, 

In one included all ! 
And who, that knows sweet Music’s spell, 

Content can be to stop 
At one, with all in reach, and—well, 

he Crown is e’er on top!” 

It is by no means an easy matter to 
interview Mr. Bent upon his views of 
advertising. The difficulty lies, not in 
his reluctance to talk, for he is at all 
times willing to assist others from the 
store of his experiences, but in Mr. 
Bent’s wonderful activity. It is hard 
to keep him still long enough to in- 
terrogate him. In his big six-story 
factory on Washington Boulevard in 
Chicago Mr. Bent is ubiquitous. Not 
a detail of the business escapes his 
watchful eye. 

‘* Advertising ? Yes, we do quite a 
bit of it. It has made the success of 
the Crown Pianos. But for advertis- 
ing this block would not be here. 

“*Just now? Well, we're going 
easy. We've anew scheme on hand. 
We've advertised in trade papers until 
every dealer knows us. e’ve been 
in the magazines long enough to intro- 


a 



























































Se Rg er 


4 PRINTERS’ INK. 


duce ourselves to most of their readers. 
Nowwe’re going in the dailies. Here's 
asample. This ad recentiy appeared 
on six different pages of two of the 
best Sunday papers in Chicago, 

‘*No, we're not using the ordinary 
methods of newspaper advertising. 
We sell to piano dealers, so we let them 
do most of the advertising. Every 
time we sell an instrument to a dealer 
in a small city we tell him to spend a 
certain sum in advertising Crown 
Pianos in the best newspaper in his 
town. He uses readers or display, as 
he thinks best. ‘The bill comes to us. 

‘* We've tried this for sometime. It 
works well. Of course,we don’t call all 
of it good advertising, or cheap advertis- 
ing, but it keeps our customers feeling 
good, and it’s different from what we’ve 
done before. Then many of our cus- 
tomers advertise Crown Pianos to twice 
the amount of our appropriation after 
once we start them at it. 

‘*Is this better than the other kind ? 
It’s hard to tell. I have always liked 
the big magazines. I’m a high-priced 
man. Of course,I try to see that I 
get the worth of my money in every- 
thing, but, generaily speaking, I be- 
lieve the best is the cheapest, whether 
it is cigars, or pianos, or advertising. 
That’s why I like the Ladies’ Home 
Journal. It seems, at first sight, to 
cost more than other mediums, but it 
pays better. It is high class, has a 
big circulation, reaches people of re- 
finement, and more than all, it is dis- 
criminating. An ad there is in good 
compary, and the saying is thata man 
is known.by the company he keeps. 

‘Following replies? If there is a 
dealer handling our goods in the town 
from which we receive a response to 
our ad, we send the letter to him. 
Otherwise we send the applicant our 
catalogue and endeavor to land the 
sale by correspondence. 

‘* We think a great deal of our cata- 
logue. It’s fullof pictures. Shows our 
factory. We’re proud of it. Then it’s 
full of our World’s Fair success. We're 
proud of that, too. We wonan award 
of merit for our exhibit there, but bet- 
ter than that was the notice gained 
by forty-nine pianos in use in the vari- 
ous State and foreign buildings. Our 
catalogue shows all these buildings, 
and contains fac-similes of thirty-two 
letters, which we received from various 
World’s Fair authorities, attesting the 
satisfaction with our instruments.” 

‘* A Cent Sent Bent, namely your ad- 


dress on a postal card,” has become 
familiar to most readers of advertise. 
meits. It’s the way to get Bent’s 
catalogue. 


FIFTY-TWO YEARS AGO. 

The issue of the New York Daily 7ribune 
of January 5, 1846, contains about eleven 
columns of miscellaneous advertising. It is 
all classified under distinctive headings, and 
is set in solid agate, with not more than two 
lines of display in ary case. The medicine 
advertisements are classified under “ Patent 
Medicines.’”’ In the number are included 
the announcements, accempanied by many 
testimonials of ‘ Beekman’s Pulmonic 
Syrup,”’ which the advertisement says “can 
be obtained at the old established office of 
the om No. 49% Cortlandt street ;” 
* Dr. ownsend’s Sarsaparilla,” ‘* Alex- 
ander’s Tricobaphe,”’ “‘ Danish Liniment,” 
“Roman Eye Balsam,” “ Bear's Oil,” for 
the hair, “‘ Sand’s: Sarsaparilla,”’ “ Phalon’s 
Chemical Hair Invigorator,’ etc. ‘There are 
a number of insurance advertisements, sev- 
eral small wants, and some book announce- 
ments, among which are noticed those of 
Appleton & Co. and Putnam, Of the curi- 
ous announcements observed the tollowing 
are selections: 

Swedish Leeches — Of fine size and perfect- 
ly healthy, constantly on hand and for sale 
by the hundred or dozen, or applied by 
David Sands & Co., Chemists and Apothe- 
caries, 77 East Broadway, corner Market 
street. 

Artificial Eyes— Made and inserted by Dr. 
J. Gray, No. 119 Bowery, New York. The 
only manufacturer of the Human Artificial 
Eye in the United States. Any person that 
wishes to be well suited should apply to the 
maker, who has been in the art forty years, 
—National Advertiser. 
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Feeder wants a position; many years’ ex- 
perience; industry and thoroughness guar 
anteed. 
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The RECORD “DONE” IT 


The Philadelphia Record 


and their own merits have made 


RIPANS TABULES 


the best selling proprietary medicine handled 


In Philadelphia Drug Stores. 


A competent reporter recently made the rounds of the Drug Stores of 
Philadelphia for the purpose of learning what he could about the sale of 
Ripans Tabules, The following are specimen reports : 

It is really surprising how quickly they came up. We sell more Tabules than = other 
pre agree made. J. P. FREY, 1514 So. 10th Street. 
e sell more of them than of any oe compound. 
N VALZan’s PHARMACY, 12th and Watkins Sts. 
Ripans Tabules are the best seller on ‘he market. 
L. 8S. HENKEL, 13th and Dickinson sts. 


Sell more than of any omer & ropriet; article. * A. NEBEKER, 12th & Ellsworth Sts. 

We sell a greater amber Gl n a day than we do of other remedies for indigestion in a 
week. RANK Morsk, 11th and South Sts. 

We buy the Tabules in 100 gross lots, We sell them very fast. 

GEORGE B. Evass, 1106 Chestnut St. 

We recently had to buy two lots of 100 oom each. There are more buyers of 100 grees 
quantities in Philadelphia than in New York ASCHENBACH & MILLER, 400 No. 3d St. 

We sell more than of any other preparation a Rut up for the same purpose. 

HITESIDE, 37th St. and Woodland Ave. 
We have sold more than ever during the: 1 three weeks. 
LE, 3348 Market St. 


Bip 
Ihave heard a great many druggists talk gost the the rapidity wi w ith which Ripans Tabules 
se WICKH . 8th and Market Sis 
Ripans Tabules sell poner than anything else in m the store. “They are on the top of the 
list, there is no doubt of tha = BLITHE, 3212 Market St. 
You might say that we don’ t sell anything os prese 


Suvexn, oth St. and Lancaster Ave. 
I guess Ripans Tabules have the lead now. 
W. C. EBAUGH, corner 38th St. and ae Ave. 
We sell more Ripans Tabules than apebaen else used forthe same purpos 
LopeEr’s Drue Store, 16th and Chestnut Sts. 
Ripans Tabules are in better demand than other proprietary articles. 
LEWELLYN'S DRUG STORE, 1410 Chestnut St. 
Iam surprised at the quick rate that Ripans Tabules are being sold by 
WEIDEMANN, nd and Green Sts. 
Ripans Tabules are selling better than any other advertised medicine. 
. EBAUGH, 38th St. and Lancaster Ave. 
No other medicine can touch Ripans Tabules | in selling at the present time, 
. W. NEWBOLD, 4060 Chestnut St. 
We buy Bipons Tabules in 5-gross lots, which isa greater quantity than any other urug. 
Itisa great sel CopvVILLE Drvue Co., 184 W. Girard Ave. 
Ripans Tabules is the best pill seller we have. 
kIss PHARMACY, 8. W. Cor. 6th St. and Girard Ave. 
We have a very large sale of Ripans Tabules and the demand for them is on the increase. 
CAMPBELL'S PHARMACY, Corner 15th and South Sts. 
Why, thesale of Ripans Tabules in our establishment is simply enormous 
w Drve Co., N. W. Gor. 9th and Locust Sts. 
Just now Ripans Tabules agne the call with our drug store. 
HE CENTURY DRvG STor:, N. E. Cor. 16th and McKean Sts. 








Those who read the FULL account of what all the druggists said cannot 
fail to notice that nearly every one seemed to think that the goods had been 
advertised very extensively indeed. 

Not one seemed to have been aware that the Philadelphia REcoRD is the 
only paper in that city in which Ripans Tabules are advertised. 

It is true, however ! 

What has been done the RECORD accomplished almost alone. 

Most of the time the RecorD has been absolutely the only paper in Phila- 
delphia in which the Tabules were advertised at all. 

The sales of Ripans Tabules in Philadelphia are larger than in any other 
city—not even excepting New York. 

OSCAR G. MOSES, PRestpENT THE RipaAns CHEMICAL COMPANY. 
New York, March 4, 1898. 
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WANAMAKER’S EARLY ADVER- 
TISIN 


In the March number of Success 
(N. Y) there is a very interesting arti- 
cle by. Manly M. Gillam on John 
Wanamaker. Among other things he 
makes some references to Wanamaker’s 
early advertising. After telling how 
John had saved $2,000 and induced a 
man named Brown, who had the same 
amount, to open a clothing business 
with him, Gillam continues as follows : 

From the first he fully appreciated 
the importance of attracting public at- 
tention. Asa boy he had published 
Everybody's Journal—a hodge-podge 
of odd bits with dabs of original mat- 
ter; notable then and now mainly be- 
cause it indicated the bent of the young 
mind. AtOak Hall the same spirit of 
innovation was continually shown, It 
has often been told how Mr. Wana- 
maker delivered his first order in a 
wheelbarrow, and put the money ($38) 
into an advertisement in 7he /nguirer. 
But that was only one instance signifi- 
cant of the man. 

Philadelphia woke one morning to 
find ‘‘ W. & B.’’ in the form of six- 
inch square posters stuck up all over 
the town. There was not another 
letter, no hint, just ‘‘W. & B.” Such 
things are common enough now, but 
then the whole city was soon talking 
and wondering what this sign meant. 
After a few days, asecond poster mod- 
estly stated that Wanamaker & Brown 
had begun to sell clothing at Oak Hall. 
Before long there were gredt signs, 
each 100 feet in length, p.inted on 
special fences, built in a dozen places 
about the city, particularly near the 
railroad stations. These told of the 
new firra and were the first of a class 
that is now seen all over the country. 

New ideas in advertising were crop- 
ping out. Intime balloons more than 
twenty feet high were sent up, and a 
suit of clothes was given to each per- 
son who brought one of them back. 
Whole counties were stirred up by the 
balloons. It was grand advertising, 
imitated since by all sorts of people. 
When the balloon idea struck the Oak 
Hall management it was quickly found 
that the only way to get these air-ships 
was to make them, and so, on the roof 
of the store, the cotton cloth was 
cut and oiled and put together. 
Being well bu It, and tied very tightly 
at the neck, they made long flights, 
and some of then were used over and 
over again. Inone instance, a balloon 


remained for more than six months in 
a cranberry swamp, and when the great 
bag was discovered, slowly swaying in 
the breeze among the bushes, the 
frightened Jerseymen thought they had 
come upon an elephant, or, maybe, a 
survivor of the mastodons. This made 
more advertising of the very best kind 
for the clothing store—the kind that 
excites interested, complimentary talk, 
Soon after the balloon experience, 
tally-ho coaching began to be a Phila- 
delphia fad of the very exclusives, 
Immediately afterward a crack coach 
was secured, and six large and spirited 
horses were used instead of four, and 
Oak Hall employees, dressed in the 
style of the most ultra coaching set, 
traversed the country im every direc- 
tion, scattering advertising matter to 
the music of the horn. Son.etimes 
they would be a week on atrip. No 
wonder Oak Hall flourished. It was 
kept in the very front of the procession 
all the time. A little later, in the 
yachting season, the whole town_was 
attracted and amused by processions 
and scatterings of men, each wearing a 
wire body frame that supported a thin 
staff from which waved a wooden bur- 
gee, or pointed flag reminding them of 
Oak Hall. Nearly two hundred of 
these prototypes of the ‘‘ Sandwich 
man” were cften out at one time, 
But it was not only in the quick catch- 
ing of a novel advertising thought that 
the new house was making history ; in 
newspaper advertising it was even 
further in advance. The statements 
of store news were crisp and unhack- 
neyed, and the first artistic illustrations 
ever put into advertisements were used 
there. So high was the grade of this 
picture work that art schools regularly 
clipped the illustrations as models; 
and the world-famous Shakespearean 
scholar, Dr. Horace Howard Furness, 
treasured the original sketches of ‘‘The 
Seven Ages” as among the most inter- 
esting in his unique collection. 





+e 
A COMFORTABLE PROFIT. 
4. BASE INSINUATION. 

If a newspaper with eight hundred weekly 
issue charges afty cents an agate line for ad- 
vertising space and sells some of it now aud 
then, its controlling genius must have plenty 
ys srr —and some enterprise.—Printers’ 

nk. 
A FRANK CONFESSION. 

The /ourth Estate was not established as 
a philanthropic enterprise, 

The Fourth Estate is a business proposi- 
tion, and not a bad one. Its revenues are not 
of the millionaire sort, but they do guarantee 
a very comfortable profit.—/ourth state, 
March 3. 
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THE NEW YORK TIM 


“All the News that's Fit to Print.” 


DOUBLED! 


To the Publisher of THe New York Times: 

My sales of THe New York TIMEs are con- 
stantly increasing. In the last six months my order 
has doubled. I will say unhesitatingly that, as far 
as my experience goes, no other New York paper 
has increased in circulation as much as has THE 
New York Times, and the advance in sales has by 
no means stopped. 

A. GOLDSTEIN, Newsdealer, 
92d St. and Columbus Ave. 


New York, March ro, 1898. 





There is yet time to forward contributions to the competition for prize of one 
hundred dollars offered by Taz New York Timus for the best advertisement setting forth 
the advantages of THz New York Times to advertisers, to appear on this page. Five 
dollars each will be paid for all accepted contributions except the winner of the prize. 
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PRP EPEEORP EH OH ® 
Substantial Progress. 


During December, 1897, and Jan- 
uary, 1898, the net cash charges for ad- 
vertising in the CoMMERCIAL ADVERTISER 
exceeded the charges for the same months 
of preceding year by 


40% 


This increase applied to all lines, but it 
was most noticeable in the following de- 


Dry Goods, 
Financial, 
Real Estate, 
Publishers. 


And it comes from _ representative 


partments: 


advertisers—all disreputable or unworthy 
advertising being excluded from 


Che Commercial Advertiser 


29 Park Row, New York City. 
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THE AMERICAN NEWSPAPER PUBLISHERS’ 
ASSOCIATION. 


The following is a complete list of the newspapers that form the member 
ship of the American Newspaper Publishers’ Association, 


Against the 


name of each paper is carried out the circulation rating that will be accorded 
to the paper in the June issue of the American Newspaper Directory, 
provided the editor of the Directory gains no information upon which a later 
and more accurate circulation rating may be accorded. 









and Fireside, 1897, 310,525 
1896. 


News, 1896, 
Bulletin, 1897, 
1897, 
Telegraph, 1896, 
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1897, 40, 
1397, 


1896, 


Signe Tribune, 
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Free Press (6 mos.), 1897, 
Dispatch, 1896, 
ews, 1897, 
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MWntain News,1896, 
 K ing Post, ag 


Cregonten 897, 
Chronicle, 1896, 

erento, Ont., Mail at +) Empire, 1897, 

<apids, Mich., Press, 

City, Mo., Journal, 

oN. Rep Times-!'nion, 

Cal.. Bulletin, 

(ine. Sunday), 
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1896, 
1896, 
1896, 1 
1897, 
Journal, 1896, 
Wise ‘ousin, 1897, 
ee Advertiser, 1896, 
., Express, 1897, 15, 
N. J., Journal, 1897, 1 
1896, 
1897, 14,029 
1896, 13,084 Y 
1896, 







mes, 
Republican, 
>, State Journal, 


896, 

(6 mos.), 1897, 

), 1897, 

1897, 11,812 

1897, 
1 
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ass., SMtandard, 
Journal, 


Jerald, 
(6 months), 






Me., Express, 
News, 
Commercial, 
1896, a - 
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18%, 3.577 Y 
1897, 3,512 
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1896, 
1896, 
1897, 
1896, 





1896, 
1896, 
1896. 
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St. Joseph ie iWestliche Post, 1896 
Neb., Neb. State Journal, 186. 


x nion, 
Philadelphia, "Pa., oer, 
Reading, Pa., Eagle, 
Scranton, P ‘A. . 
Nashville, Tenn. “Danner, 
Richmond, Va., Dispatco, 1896, 


Montgomery, Ala., Advertiser, 
Wilmi: Del., Every Evening, in. 


Iban: 
Albany oO. rt a8: 
Dayton, 0. He 1896, 
Woonscckot, Rh 1. - 





, Reporter, 
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Jacksonville, , T. Union & Cit. ies, 
n 
it. Joseph, Mo., He: . 1896, 
Oil City, Pa., Derrick, 1896, 
Waterbury, Ct., American, 1896, I 
Meriden, Ct., Journal, “3.5.4.” ¥ 


Tt will be observed that the rating 
letter Y is attached in a very large ma- 
jority of cases. The presence of the Y 
indicates that the publishers know how 
to procure a circulation rating up-to 
date and in plain figures, and that the 
absence of an up-to-date rating is.a 
matter of choice, 








10 PRINTERS’ INK. 


CONFIDENTIAL INFORMATION. 


THE CHARACTER AND CIRCULATION OF 
NEWSPAPERS, 


Members of the American News- 
paper Directory Confidential Informa- 
tion Bureau have the privilege of 
applying to the publishers of the 
American Newspaper Directory, at 
pleasure, for a confidential report con- 
cerning the circulation or character of 
any newspaper credited by the Direct- 
ory with a circulation rating greater 
than 1,000 copies per issue. The fol- 
lowing are examples of the sort of 
reports furnished: 

SOME PHILADELPHIA DAILIES. 
CALL. 

Once known as Family Call, is a one- 
cent daily of the sensational class. Its pub- 
lishers have never made a circulation report 
or furnished any other information concern- 
ing the paper when applied for. Its circula- 
tion rating in the American Newspaper 
Directory for 1897, C (exceeding 20,000), is 
probably a fair estimate. Cad/'s prevailing 
rate for general advertising is 25 cents a line, 
with extra charge for change, cuts and posi- 
tion. Its rates are flexible on long-time or 
large contracts. 


INQUIRER. 

Among the Philadelphia dailies the Jn- 
ae can safely be given the second place 

th in point of circulation and in value as 
an advertising medium, It is a one-cent 
daily and its circulation has been reported to 
have reached as high as 120,998 in 1896. Its 
publishers, however, have made no report 
since then for the probable reason that a cir- 
culation statement concerning the present 
would not show as high an average. The 
inguirer’s prevailing rate for general adver- 
tising is 25 cents per agate line, with a gradu- 
ated discount from 5 to 20 per cent for time. 


ITEM. 
This paper has always furnished a circula- 
tion statement showing what have been claim- 
edto be its actual issues. The corrections of 
the circulation figures furnished for the 1897 
and 1898 Directories have been questioned by 
rsons _ — fon ee for 
nowing the facts. In Janua 1898, per- 
mission was asked of the pultichers of the 
item to allow a special representative of the 
Directory to investigate and establish the 
correctness of the figures claimed for /tem'’s 
circulation. To this request no reply was 
-received. In time past the publishers of 
the /tem once furnished the American News- 
paper Directory with a circulation report 
that was not accurate, and practically ad- 
mitted the fact, On all sides the fact that 
the circulation of the /tem is large is ad- 
mitted, but just how large no one seems to be 
able to ome Some think in the vicinity 
of half the figures claimed. The paper is not 
found in the hotels or fashionable parts of 
the town, but is read by the common people 
the poor people, all of whom have to be fe 
and clothed. It issues several editions each 
afternoon. Its prevailing rate for general 
advertising is 30 cents per agate line, but is 
flexible when applied to large contracts. The 
Item is, without doubt, worthy of an adver- 
tiser’s consideration. 


PRESS, 
The Press is one of Philadelphia’s best 


can morning paper, and is claimed to have 
large and ong-established following in the 
best families of Philadelphia and Middle and 
Eastern Pennsylvania. Its circulation has 
been reported to have reached an average of 
66,758, and probably it is somewhere between 
that figure and 40,000 at the present time, 
The Press rate for display advertising is 20 
cents per agate line, without discount for 
time or space, but with additional charges for 
preferred positions. 
RECORD, 

The Record is the best conducted of the 
dailies in Philadelphia. It is read by the 
great middle class and is the most desirable 
advertising medium to reach the people of 
Eastern Pennsylvania. Without exception 
it has the largest circulation of any daily in 
Philadelphia. The Record’s prevailing rate 
for general advertising is 25 cents per agate 
line. Its rates are firmly sustained, and 
some well informed advertisers think it the 
best advertising medium in the United States 
in proportion to its rate of charge. 

In dealing with newspapers and 

riodicals and paying them large sums 

or advertising it often appears essen- 

tial to the advertiser to know about the 
stability, character, standing and pres- 
ent circulation of a particular publica- 
tion under consideration. The infor. 
mation conveyed by a newspaper di- 
rectory is necessarily brief and touches 
only upon well-defined lines. A timely 
knowledge of some important detail of 
the past, present and the probable future 
of a paper may occasionally prevent an 
unwarranted expenditure. What seems 
gold on the surface is sometimes only 
gilding. The American Newspaper 
Directory Confidential Information 
Bureau, with the more than thirty 
years’ experience of its founders, and 
with the facilities at their command, 
attempts to convey to its subscribers 
such confidential information as it may 
possess. It is often in a position to 
tell about a specified publication just 
what an advertiser would very much 
like to know. It deals only with 
papers credited with a circulation of a 
thousand copies or more, because with 
smaller circulatiéns the general adver- 
tiser can not profitably concern himself. 
Among the earliest subscribers to the 
American Newspaper Directory Con- 
fidential Information Bureau were the 
following well-known advertisers : 

Royal Baking Powder Co., New York. 

Procter & Gamble Co., Cincinnati, O. 

Wyckoff, Seamans & Benedict, New York. 

The Ripans Chemical Co., New York. 

. C. Ayer & Co., Lowell, Mass. 
ames Pyle & Sons, New Vork. 
all & Ruckel, New York. : 

Secing Remedy Co., Indiana Mineral 

Springs, Ind. 


“ 





An article for which some man is spendin; 


a fortune in advertising is logically entit 
to a presumption in its favor. 





conducted dailies. It is a two-cent Republi 
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The 
Minneapolis 
Times 


occupies no uncertain position among the newspapers of 
the Great Northwest. 

Its distinctive features of procuring and publishing a// 
the news, regardless of expense, iz advance of all other 
Minnesota morning dailies, and its services to the 
people in its prompt exposures of official corruption and 
wrong-doing, have made it the 


LEADING MORNING DAILY 
OF ITS STATE AND SECTION. 


This position it occupies in respect not only to influ- 
ence but to circulation. 

Its detailed circulation report for each day of 1897, on 
file at the office of the American Newspaper Directory 
in New York, shows its actual average distribution 
throughout the year was 


ON WEEK-DAYS, - - 26,577 
ON SUNDAYS, - - 42,941 


practically double that of any other morning daily and 
more than double that of any other Sunday newspaper in 
Minnesota. 


J. E. VAN DOREN SPECIAL AGENCY, 


PUBLISHERS’ DIRECT REPRESENTATIVES, ; 
31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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ABOUT A TRADE-MARK. 


Johnson & Johnson, an Eastern cor- 
poration, manufacture medicinal plas 
ters of various kinds put up in various 
sorts and sizes of boxes, and adopted as 
a trade-mark a red Greek cross. Bauer 
& Black, an Illinois corporation, after 
the adoption and use of such trade- 
mark by the Johnsons, engaged in a 
similar business and used upon their 
goods a Maltese cross in white and 
gilt, with a red circle thereon and the 
words and letters, ‘‘B & B Trade- 
Mark”’ (except that upon their boxes 
having a red groundwork the circle of 
the cross is black). The following 
are sufficiently accurate representations 
of the respective trade-marks: 


al 


re 
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The plasters of Johnson & Johnson 
had become known and were ordered 
and sold as ‘‘Red Cross Plasters.” 
Otherwise than in the resemblance be- 
tween these crosses there was but little, 
if any, similarity between the packages 
containing the goods. Johnson & John- 
son brought suit against Bauer & Black 
in the Circuit Court for the Northern 
Division of the Northern District of 
Illinois to restrain the Jatter from using 
the trade mark above referred to, but 
the court dismissed the bill. 

An appeal to the Circuit Court of 
Appeals, however, resulted in a rever- 
sal of this decision, Jenkins, Circuit 
Judge, saying among other things: 

We have reached a conclusion upor the ev- 
idence directly opposed to the court below. 
It sufficiently appeared that the goods of the 
appellant have come to be known and are 
offered, ordered and sold as ‘* Red Cross 
Piasters,’’ and we can not but think that the 
Maltese cross adopted by the appellee, in so 
far as it contains a red circle, has a tendenc 
to promote confusion and will interfere wit 
the trade of the appellant. It may be true 
that those engaged in the trade and ac- 
quainted with the manufactures of both 
parties would not ve deceived; but the goods 
of the appellant have come to known as 
“ Red Cross Plasters,”’ and, notwithstanding 
a discriminating examination would detect 
the distinctions in the trade-marks, the casu- 
al observer might easily be mistaken. The 
red cross speaks to the eye, and the article 
being known by that designation speaks also 
to the ear by that name. It is the one pecul- 
jar and ing feature i upon 
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the package to designate its origin, an 


the absence of critical 


examination the one 
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manufacture may readily be imposed upon 


the purchaser desiring the other. This is 
peculiarly true where as here the mark is dis- 
played upon the package containing the ar- 
ticles and not upon the article itself. In 
Pillsbury v. Pillsbury-Washburn Flour Mills 
Company, Limited, 24 U.S. App. 395, 405, 407, 
we observed with respect to the ground upon 
which courts ot equity interfere in such cases 
that * disguise defeats the very end and ob- 
ject of legitimate competition, which is the 
ree choice of the public. One may not le- 
gally use means, whether marks or other 
indicia, or even his own name, with the 
purpose and to the end of selling his goods as 
the goods of another. If such means tend to 
attract to himself the trade that would have 
flowed to the person previously accustomed 
to use them, their use will be restrained by 
the law.’’ And we also there said: “A spe. 
cific article of approved excellence comes to 
be known by certain catch words easily re- 
tained in memory, or by a certain picture 
which the eye readily recognizes. The pur- 
chaser is required auly to use that care which 
persons ordinarily exercise under like cir- 
cumstances. He is not bound to study or 
reflect; he acts upon the moment. e is 
without the opportunity of comparison. It 
is only when the difference is so gross that 
no sensible man acting on the instant would 
be deceived, that it can be said that the pur- 
chaser ought not to be protected from imposi- 
tion. Indeed, some cases have gone to the 
length of declaring that the purchaser has a 
right to be careless, and that his want of 
caution in inspecting brands of goods with 
which he supposes Limselt to be familiar 
ought not to be allowed to uphold a simula- 
tion of a brand that is designed to worka 
fraud upon the public. However that may 
be, the imitation need only be slight, if it at- 
taches to what is most salient, for the usual 
inattention of a purchaser renders a good- 
will precarious if exposed to imposition.” 
Within these principles we can not doubt 
that the use of the red Maltese cross upon 
the goods of the appellee is wrongful. Ifa 
less quantity than a full package is ordered 
under the name of “‘ Red Cross Plasters,” 
there would be no means of discovering the 
imposition upon the purchaser, the trade- 
mark not being attached to the goods them- 
selves. If full packages of Red Cross Plas- 
ters be ordered one knowing of and desir- 
ing the goods of the appellant, a package of 
the appellee’s goods bearing this salient 
feature of the red cross would be well calcu- 
lated to deceive. The red crosses being the 
distinguishing marks of the goods of both 
parties, it would naturally result that the 
goods of each would come to known, as 
the evidence shows the appellant’s goods 
have come to be known, as ‘* Red Cross 
Plasters,” and such infringement upon the 
appellant’s rights ought not to be permitted, 


a 


A POET. 

She (at the reception): Well, Mr. Rott, 
how is poetry now? 

Mr. Rott (rising Jeune poet): Very dull 
indeed. Patent medicine verses bring only 
5s. a hundred words, no activity at all in 
porous plaster ads, and in the slump of prices 
yesterday children’s food rhymes went down 
thirty points in fifteen minutes.— 77¢ Bits. 


—__+o+—_—_—_. 
IRREPARABLE CHARACTER. 
Self-made man, irreparable character,worth 
$80c,000, tired of hotel life, will marry for 
domestic happiness. Mercantile, 209 E. 51st 
st., N. ¥.—Nebrasha State Journad, 
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FRANCISCO 


The Great Family Paper. 
Into the Homes It Goes. 


=e 50,000 DAILY ==> 


For Sample Copies, Rates and Further Information, Address 
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188 WORLD BUILDING, NEW YORK. 


JOHN D. SPRECKELS, Proprietor. 
W. S, LEAKE, Manager. 
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Published every morning 


Circulation Exceeds 


Best Local Equipment ! 
Best Staff of Correspondents! 
Best News Service! 
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DAVID ALLEN, 
Eastern Representative, 
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As to impressions made, I am led 
to think how very careful a man must 
be as to what he says and as to whom he 
says it. Quite frequently a man may 
tel¥ the absolute truth to some person 
who will afterward misrepresent the 
facts so that they will even injure the 
man who told the truth about them. 
As a case in point, I believe that there 
are very few advertisers in the world 
who are as careful about the state- 
ments which they make as Mr. John 
Wanamaker, ‘lo the best of my knowl- 
edge and belief no misrepresentation 
ever occurred in his advertising. If 
such did occur, it was through an error 
which was corrected as soon as found 
out. As truthful as Mr. Wanamaker 
is, there are people who don’t believe 
him, and there are people who believe 
he would just as quickly exaggerate 
the quantities of merchandise as not. 
It seems no matter how honest a man 
may be, there are always some people 
who discredit his intentions. This is 
evidently brought about by the fact 
that some one who heard or read a 
statement made by Mr. Wanamaker 
has exaggerated it in repeating it to 
some one else. Thus Mr. Wanamaker 
gets credit for exaggerations which 
he is not responsible forin any way. 
The thing that suggests this to my 
mind is the fact that there is being cite 
culated around the country in various 
trade publications an interview which 
Mr. Wanamaker was supposed to have 
given some Philadelphia paper. In the 
interview, in talking about the business 
of that great merchant, A. T. Stewart, 
Mr. Wanamaker is credited with say- 
ing that at one time Mr. Stewart's 
business amounted to $200,000,000 a 
year. Mr. Wanamaker evidently never 
said anything of the sort, because the 
statement is too absurd. Mr. Wana- 
maker may have said $20,000,000, and 
some smart juggler in figures put an 
additional ‘‘o” on, and therefore the 
story goes before the public that Mr. 
Wanamaker would exaggerate the same 
as anybody else. I don’t know how it 
can be done, but there ought to be 
some kind of a movement amongst ad- 





vertisers to discountenance the use of 
any kind of exaggerations in advertis- 
ing. Even the exaggeration that Scott’s 
Emulsion is ‘‘as palatable as milk” 
may possibly in its day do more harm 
than good, if there are as many people 
in this world as cranky as I am about 
absolute truthfulness. 

* # 


Not long ago I was in a neighboring 
city looking through a rather large 
general store and criticising the various 
points that were faulty. I found that 
the superintendent who also acted 
somewhat in the capacity of credit and 
general manager, was very faulty in 
some of his practices in dealing with 
the public generally. Two things 
particularly struck me as being wrong. 
The house in question did a cash busi- 
ness generally, but handled some few 
charge accounts. As the city was 
somewhat of a credit town, a great 
many persons had applied to the store 
who wished to open accounts, but the 
store in question only selected the 
best and consequently had to refuse a 
great many people who asked for the 
privilege of having merchandise 
charged. When the question came up 
as to who should be allowed this privi- 
lege, I found it was the habit of the 
superintendent to have the customer 
sit down at the counter and wait until 
he could refer to his books and papers 
and make a decision as to whether the ac- 
count was to be opened or not. If it 
was decided that an account was to be 
refused, instead of communicating this 
privately to the customer, the superin- 
tendent tried to get out of this disagree- 
able task himself by sending word 
down to the waiting person that credit 
was refused. This message was 
usually told so that it could be heard 
by all the salespeople and any other 
customers who might chance to be 
near. It can be easily imagined that 
this created no very pleasant im- 
pression in the mind of the person to 
whom credit was refused, It was the 
same as if they had been publicly 
branded as unreliable, My advice to 

















the superintendent was to have some 
private room or office where persons 
desiring credit could apply without 
having to make their wants known at 
the counter. In this private room 
they could explain to him all their cir- 
cumstances and in this privacy the re- 
fusal of credit could be given without 
putting the customer to the morti- 
fication of having anybody else know 
aout it. A great many people whom 
you would not care to give credit to 
may perhaps be pretty good cash cus- 
tomers and their money is just as good 
as anybody else’s even though their 
credit may not be. I don’t think a 
person who has been refused credit 
publicly in a store would be very likely 
to come back and buy for cash. Simply 
because a person had asked for credit 
and you saw fit to refuse them, is no 
reason why they should be branded as 
untrustworthy. 

Another bad practice of this super- 
intendent’s was his manner of employ- 
ing help. He would insert an adver- 
tisement in the newspaper asking ap- 
plicants for certain positions and stat- 
ing an hour at which he wished them 
to call. Usually there would be sev- 
eral who came in advance of the hour 
specified, and if these suited his pur- 
pose he would employ them, and then 
when the time specified in the adver- 
tisement came there would probably 
be twenty to fifty persons waiting, 
whom he did not want. These persons 
who came promptly at the hour speci- 
fied would stand around for half an 
hour, perhaps, and then he would send 
them word by a messenger boy that he 
did not want any help to-day. Nine 
times out of ten the persons believed 
that they had been fooled and that the 
positions advertised did not exist at 
all, and many of them went away with 
the hope in their heart that some day 
they would be able to get even with 
the house. I argued with this super- 
intendent that where an hour for ap- 
plying was specified in the advertise- 
ment he should not make his selection 
until that hour arrived, and then in 
looking over the persons who had ap- 
plied he could select the best suited to 
his needs. Again I stated that great 
care should be taken in dismissing a 
crowd of waiting persons, so that they 
went away, if possible, with a pleasant 
feeling for the store. 


* 
I recently had a letter from a retail 
cloak merchant in a far Western city 
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in which he asked me some questions 
about why it was he could seem to get 
no results from his advertising, when 
other people in the same town under 
practically the same circumstances 
seemed to get very good results. I 
asked the merchant a number of ques- 
tions about his business and, to make 
a long story short, finally sifted the 
matter down to the fact that this was 
about his way of advertising: He 
would put an advertisement in the pa- 
per, have it pretty large, very nicely 
worded and describing merchandise 
which was an exceptional bargain. So 
far so good. He claimed that he al- 
ways had the goods advertised, but I 
found out that instead of being willing 
to sell the advertised goods to the per- 
sons who came in answer to his adver- 
tisement, he made it as difficult as 
possible for the person to get the 
goods advertised, with the hope of 
selling them something else and upon 
which he made a larger profit. When 
the persons who had answered the ad- 
vertisement would come to the store, 
unless they insisted upon getting the 
goods that were advertised, something 
else would be shown them and sold 
them if possible. No attempt being 
made to even show the advertised 
goods unless the customer was smart 
enough to insist upon having just the 
article mentioned. 

Now, this is all wrong. 

Advertising is not just a bait to get 
people to come to the store. Show 
your customer the actual goods that 
were advertised. She will be pleased 
with her purchase and will remember 
that she got a bargain through your 
advertising and will watch your an- 
nouncements. in the future with inter- 
est and will answer them again and 
again ; but if the customer buys some- 
thing that is not the identical article 
that was advertised, she is not likely to 
take any further interest in your adver- 
tising. I venture to say that many of 
the ladies in the city where this mer- 
chant is located will remember from 
time to time that they never did get 
anything at this store, that was adver- 
tised, when they went for it. How 
are the people to know that you have 
got what you advertised if they don’t 
buy? You might as well humbug 
them altogether and not have the 
goods, as to have them and not let 
anybody receive the benefit. 

Now, the proper policy is exactly 
the opposite of this. When you ad- 
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vertise anything that is a bargain be 
free with it. Let the people who come 
in answer to your advertisement get as 
much of it as they want. Make it 
easy for them to find the goods that 
were advertised, and you will find that 
they will always have future confidence 
in your announcements, 


~ 

I have been asked a question as to 
how far a business man can say, in his 
advertisement, things which are not 
true and yet not be aliar. The person 
who asked me the question evidently 
meant how far a business man can ex- 
aggerate without doing the public or 
his business an injury. 

I am sorry to say that a great many 
business men seem to believe that there 
is no harm in any kind of an exagger- 
ation as long as they are not found out 
by the public. 

There are a great many good busi- 
ness men who don’t agree with me, 
but I must say that I believe the best 
and safest way to advertise is to tell the 
whole truth and nothing but the truth. 
It may lend a good deal of spice to 
your advertisement to say that you have 
400 of a certain article when you only 
have 150, but I believe in the long run 
it is going to hurt you more than it 
does you good. 

First, it is bad to get into the habit 
of lying. It's like any other habit. If 
you get into it willingly to a certain 
extent, there is no telling how much 
further you are going to gounwillingly 
through force of habit. A man who 
swears at all, is very apt to forget him- 
self and swear at the wrong time when 
the one oath would do him more injury 
than all the satisfaction he ever got out 
of swearing on the quiet. The man 
who will intentionally lie when re- 
ferring to quantities in which the public 
are not injured by misrepresentation 
will inadvertently, if not otherwise, 
often lie when it comes to representing 
qualities, and here the public are very 
much injured. I believe that the man 
who will say that he has got 400 pairs 
of shoes of a certain kind when he has 
only got 150, will just as quickly say 
that these shoes are worth $3.75 when 
they are only worth $3. It is the little 
lie that slips into your business and 
grows and grows until the people fail to 
believe your advertising. 

Again, no man can lie in his adver- 
tisements even in a small way without 
somebody knowing it. These persons, 
whoever they may be, will, of course, 
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lose confidence in the statements that 
the person makes, and confidence once 
lost is very seldom regained. 

I recently hada talk with a very 
shrewd business man who owns and 
conducts a modern retail store. This 
business man said to me that the great- 
est trouble the merchant of to-day has 
is to get good salespeople, salespeople 
who take an interest in their work, who 
have confidence in their employer and 
his merchandise, and who are enthu- 
siastic in their services for the store. 

This merchant, I believe, has the ab- 
solute confidence of all his employees, 
and if he finds it a difficult job to get 
good salespeople, how difficult must 
that man find it who has not the con- 
fidence of his people? The greatest 
harm that a small misrepresentation 
does to the merchant is that it loses 
for him the confidence of his own peo- 
ple. The public may not know that 
you have not got 400 of the articles ad- 
vertised, but the people in your house 
know it and they know that you have 
lied about the goods. If they know- 
that you lie in one respect, will they 
not believe that you will lie in an- 
other? If you lie before them about 
your goods how are they going to take 
the interest in your business that they 
ought to take? 

A business man can very, very 
quickly gain the confidence of the pub- 
lic if he will first gain the absolute 
confidence of all the people he em- 
ploys. If your salespeople believe 
that your merchandise is right and that 
the statements you make are truthful, 
don’t you see that they are going to be 
a powerful factor in making the pub- 
lic believe likewise. 

There are very few business men 
who are going to deliberately misrep- 
resent a thing openly where it can be 
easily detected, but there are so many 
who do not see the harmfulness in these 
little misrepresentations. 

Perhaps I am over particular about 
these little points, but this is the way 
it strikes me. You can’t afford to tell 
a little lie in an advertisement any 
more than you could a big one. These 
exaggerations of quantities are of such 
frequent occurrence that often you 
overlook them, but I don’t believe it 
pays and I think that advertising as a 

usiness would improve and that the 
results from advertising would be bet- 
terif all of us were more careful even 
in the httle points which we are now 
so prone to exaggerate, 
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The Largest Daily Circulation 
in the South. 


The Advertisers’ Guarantee Company swears that the 
WASHINGTON TIMES *2.cussr 38,000 














under a bond of $50,000. Free copies, exchanges and 
samples are mot counted! & 2 2 SS SS 


“WAITING FOR THE EXTRA.” 

The American Newspaper Directory, Lord & Thomas’ Directory, 
N. W. Ayer & Son’s Directory, and those directories issued by leading 
agencies, give the circulation of the WASHINGTON TIMES. ‘The 
advertiser therefore knows exactly what he is paying for. There is no 
doubt, no guesswork about it. Advertising in such a paper pays with- 
out question. It is the only one-cent paper in the District of Columbia. 

Watre FOR RATES TO 


GEORGE F, KINNEAR, 
Wasumoron, D, C, Manacar Forsicn Apvartisao 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 
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partment. 
look at the ads. 


A Show Day for 


Ionly have two pages in this de- 
Little room to talk—but 


* * 


How They Say It. 


In Philadelphia. 


The planners 
have planned, 
the weavers have 


White Goods. 


woven, and the white fabrics for the year 
1898 are as ready as they could be in wf or 
une, em 


i 


Our experts have gathered t 


om the loomsides—still finding it necessary 
- Ly to France and England and Switzer- 
an 


for the finest. 


This isto be a Pique year—which means 


that for dresses and waists there will be more 
ns vd used than ever before. 


But there are 
white 


fabrics, and the collection to-day wi 
to every woman, 


less uses for the many pretty 





You Pay Too Much 


Tn the avi store for office con- 
veniences. nder this roof you 
can fin t goes into 
an office, and at prices that 


save you MANY LLARS. 


A Broodery 


Just what we do, brood over the best 
ideas in our own and other sign 
hatcheries. We retain only such as 
we consider worthy and of benefit 


our ers. 
And how could we more religious- 
ly serve you unless you’ve an idea 
‘ou ied over? IF YOU 
AVE, WE'RE CO, 
BROOD WITH Us. 
BAKER, THE SIGN MAN, 


1033 Race Street. 

















CHICACO. 
Furs. 

Now isa very good time to purchase 
urs. 

There are several reasons why it is 
rofitable to buy furs now, for instance: 

urs are cheaper during March than in 
any other month, as everything remain- 
ing from the winter stock is sold for, 
practically, “‘ what it will bring.” 

Moreover, we make fur garments to 
measure during March at considerably 
less than regular rates to keep our work- 
room busy. 

Again, we have just received our new 
Paris models—giving many different 
fashion ideas for next season. 


NEW YORK. 
Regarding That Easter Suit 
Of yours, why not get it here? Not 


only can we save you money onevery 
purchase, but we have a.most charming 


appeal 





variety to select from. To see our very 
complete line of tailor-made reefer and 
blouse suits is to see the most perfect 
creations of foreign and domestic tailor- 
ing art. Let us tell you about one item 
—that can stand for several score. 

Ladies’ strictly all-wool reefer suits in 
the latest covert mixtures; jackets lined 
with silk, skirts lined with percaline, 
beautifully made and finished—a suit 
that would grace the figure of any lady, 
and a price marvel at $5.75. 


Kansas City. 


Rain or Shine, hot or cold, 
we all know 
Spring is only just before us. Prepara- 


tions must be made accordingly. 

New gowns, new hats, new wash fab- 
rics, new silks, new tailor-made suits, 
new skirts, new embroideries, new car- 

ts, new rugs and new underwear must 

bought in the near future. Why not 
at once, when the stocks are in such 
splendid shape and novelties abound? 
emember, the most select styles ~sell 
first and can not be duplicated. , 
We’re having a splendid trade, 


From Everywhere. 
Galveston, 
We Saw Wood, 

And guarantee that every cord of our 
sawed and split wood makes 1 cords 
actual measurement. Send us your or- 
ders if you want to get what you pay for, 
We are also headquarters for jrough 
and dressed lumber, sash, doors and 
blinds. Estimates cheerfully furnished. 
Secure our prices before placing your 
orders elsewhere. Fordtran Bros., Ave- 
nues H and I and 44th street. Phone 698. 


Don’t Misunder= We are not in busi- 
stand us. ness to deceive you 
but to bring you to 
this store to trade and make our goods per- 
fectly satisfactory in every way to you and to 
ourselves. Please do not keep our faults and 
our employees’ mistakes to yourself and feel 
bad toward the store, but come to any mem- 
ber of the firm or any floor-walker and he 
will see that the wrong is made right. We 
very often advertise an article for one day, 
like we did Fruit of the Loom Muslin, 6c. 
Now, it would be impossible to sell the same 
every day at that price. We pick up bargains 
every day at an off price and sell them the 
same way. That was the case with this mus- 
lin, and sold this lot out in two days. In 
black dress goods we picked twenty pieces of 
64-inch extra fine black serge at Ye. in St. 
Louis. It is worth from the mill 36c. We 
sold them while they lasted for 3BC3 they are 
mostly sold—may be enough left to last to 
day. Another instance, this time in our 
department. Did we have any of last sea 
son's silks on sale? Yes. No sane merchant 
or manufacturer is going to sell us the best 
1898 new silks at a sacrifice, but we can 
last season’s silks in broken lots at a bigre- 
duction and take our own out of stock and 
mark them down and close them out, in many 
instances at a big loss, and we do this. 
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Grocery Bargains. 
A DEMONSTRATION IN COFFEE 

Is now going on in our qe depart- 
ment. We are serving Magnolia a 
Coffee in dainty china—it’s hot and fra- 
grant and a rare treat. 

Weare serving it free. 

This splendid coffee is for sale at 25c. 
Ib 


There are nice hot biscuits, too, which 
show that our flour is right. 
And inthe meat department we are 
serving Berkshire farm sausage. 
WE SERVE THEM ALL FREE. 


No Unlawful Schemes 
used here to attract trade; in fact, we use 
no schemes of any kind, The underbuy, 
undersell princigie will draw the honest 
cash-paying trade without scheming. It’s 
the webockeal, hundred-per-center that 
must use all kinds of tricks to sell his 
wares. If you want reliable dry goods, 
notions and shoes at rock-bottom prices 
make straight for 18 West Mitchell street. 
One price, plain figures and your money 
back if you want it. 

If you see it in our “ad” you will find 
it in our store. 


A style that is good only when well done. 


Mud for Policemen. 

K. C. has pretty nearly done away with 
the smoke and mud nuisance. Have 
i ever noticed what a peculiar soil we 

ave on our streets? It isn’t so very 
long ago that the streets were covered 
with mud from end to end, a deep, rich 
mud—just such a mud as you’d expect to 

lant canary seed ia and raise canary 

irds. Where’s that mudnow? Gone, 
all gone. And where’s it gone? We 
“dunno,” but most of it was thrown at 
Mayor Jones, an’ it never touched him. 
Two years ago you couldn’t sell a light 
colored hat to save your life, because 
everybody knew that it wouldn't om 
light for two hours. To-day any swell 
dresser can wear a light hat and not be 
afraid that the smoke will spoil it or the 
mud spatter it. Mayor Jones helped put 
down the smoke, the town cleaned 
upand got the mud off the earth, Now 
that you can wear any kind of a hat you 
want to, come and see a stock that you 
can find any kind of a hat in that you 
want to find, Our entire new line of hats 
for Spring is ready for you. We sell the 
best hate for $3.00. e’d sell « better 
for $3.00 if we could, but nobody can 
make one, Our cheapest hats are 75c. 
We haven’tany poor hats, our 75°. at 
being fully as good as anybody’s $1.50 
one you can find. We don’t carry as poor 
hats as the usual dollar ones. Our 
other grades are $1.00, $1.50, $2.00, $2.50 
—and we have between 15,000 and 20,000 
hats to pick from—but you needn’t look 
at them all, 

NEBRASKA CLOTHING CO., 
1113 and r11rg Main St, 
Los Angeles. 
The Dust of Years. 

You have become so accustomed to 
having that old carpet that you don’t 
notice it is worn agreat deal, and that it 
is time for a new one. Times are im- 
proved, and you can better afford a new 
carpet than ever. Your home is entitled 
to the brightening influence of a good 
carpet. e will interest you with prices, 
as well as with our new spring patterns. 


‘ 
. 








Perfection in 
Plumbing 
mo 0, lg hh 
it your health di upon the 
piumfingandf ie isin m poor condi 
it. Our prices are moderate, 














If Women 
Voted 


And an election was held to 
decide the best place to buy 
Groceries and Meats, what a 
rousing majority we would have ! 
Here’s part of our platform: 

Hecker’s Buckwheat, 15c. 

own Buckwheat, 1éc, 


Our 
In three-Ib. ki best ie. 
¢ Prepared lost tee Pease ? 


Aunt Hannah's Pancake Flour, . 
5c. per Ib. 
Prime Golden Syrup, 
Choice Vermont Maple x 
10) 
. t ; 25c. quart. 


And Star Coupons with all. 


LEHMAN’S MARKET, 
Broad and Academy Sts 













































































Pocahontas, 


The Queen 


$4.0 H 














































































































































































































re By John T. Fitagerald. 

The Better the Crade, 
the better the trade,” explains why so 
many icular men buy at this store. 
Everything we sell is good and covered 
by our guarantee, Then we refund the 
money on all unsatisfactory 
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NOTES. 


“INFORMATION respecting substitution 
thankfully received,’ appears in the ads of 
The Antikamnia Chemical Co., of St. Louis. 

A pruGoist of Ithaca, N, Y., prints on the 
folders he distributes a mass of information 
concerning the city, and thus advertises not 
only himself but his locality as well. 

B. H. Levy & Broruer, clothiers, of Sa- 
vannah, Ga., recently displayed in their win- 
dow a lot of trousers, the price marked on 
each pair, and in the center a large sign read- 
ing, ‘These prices take the ——.’ The 
missing word was supplied by a large cake, 
frosted and ornamented. 

Tue Pabst Brewing Co., of Milwaukee, are 
about to put into the hands of many of their 
customers a novelty in the shape of a papier 
mache “stein,” or beer mug, of enormous 
size, viz.: 4 feet 5 inches in height and 8 feet 
in circumference. The mug is made by the 
National Papier Mache Co., of Milwaukee. 
The tov is connected with the body of the 
mug by a wooden hinge. 

Coupon schemes, quite popular with tobac- 
co manufacturers, and which were ruled out 
by the latest tariff law, have been supersed- 
ed by a plan equally as good, and in some re- 
spects better. The National Tobacco Com- 
pany now advertise that they will accept a 
certain portion of the Admiral cigarette box 
in lieu of coupons. By this plan tie con- 
sumer is certain to have something to show 
for every box purchased, since coupons were 
frequentiy extracted.— Display Advertising. 

Own Saturday, Marchs, the business men 
of Des Moines took part in a mid-day parade 
and public demonstration in celebration of 
the attaining of 20,000 circulation by the Des 
Moines Dai/y News. A section of the pa- 
rade was assigned to representatives of the 
merchants, bearing banners with advertising 
devices. The parade included a band, a 

jatoon of police, and companies of news- 

oys, carriers and circulators. A salute of 
twenty rounds was fired by the News uni- 
formed battery on the river front, and at its 
close refreshments were served to the boys. 

WasnincTon, March 3.—The post-office 
department to-day issued a fraud order 
against the Woman’s World Publishing 
Company of 22 and 24 William street, New 
York, and James H. Plummer, manager. It 
was charged that this paper had attained a 
large circulation by offering prizes which 
were advertised as being of much greater 
value than they were. ummer was repre- 
sented by counsel from New York and Wash- 
ington at a hearing recently before Attorney- 
General Tyner of the post-office department 
which lasted three days. There is no appeal 
from a fraud order, and no mail will be de- 
livered to the publication.—V. Y. Sun. 

Or all the extraordinary death notices the 
following, which appears in the Krugersdorp 
Sentinel, must surely rank as the most 
unique: “Death. Smit.—On the 28th inst., 
Amy Jane Mary Smit, eldest daughter of 

ohn and William Smit, aged 1 day 244 hours. 

he bereaved and heartbroken parents beg 
to tender their hearty thanks to Dr. Jones 
for his unremitting attention during the ill- 
ness of the deceased, and for the moderate 
brevity of his bill. Also to Mrs. Williams 
for the loan of clean sheets, to Mr. Wilson 
for running for the doctor, and to Mr. Robin- 
son for recommending mustard plaster.”— 
Standard and Diggers’ News, Johannesburg. 

Tue advertising agent used to be of a cer- 
tain amount of service tothe publisher. He 
was a missionary of advertising. He induced 
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men to advertise who never advertised before, 
ard those who did he got to do the more, 
But that state of affairs has changed. He 
sits in his office, and the man who wants to 
advertise places his business in his hands, 
He deals it out as suits his pleasure, and the 
papers pay hisexpenses, Occasionally he 
varies the monotony by failing, and the 
newspapers suffer and chip in to put him on 
his feet again. Mr. Rowell is a pleasing ex- 
ception to this part of the programme, for he 
does not fail. He pays his Pills promptly 
without fuss.— 7he Journalist. 


AsouTonce every so often, sometimes more 
frequently, the youthful publisher discovers 
that he has been unjustly rated in Rowell’s 
so-called ** Newspaper Sener,” and he 
casts about for some way in which to air his 
grievance. I used to feel that way myself 
when I was new in the business, and I fancy 
no man has abused Mr. Rowell more heartily 
or persistently than I have. That and similar 
“* crusades ”’ for what appealed tome as the 
** public good,”’ laid me up for two years for 
repairs. Noone with thesligntest knowledge 
of the newspaper business pays the slightest 
attention to Rowell’s “ ratings.’? Somebody 
told me that the Yourna/istis rated “J LK,” 
which, the same person informs me, means 
‘over 250.”” Idon’t know whether my in- 
formant was lying, and I don’t care. If a 
paper can’t show by its standing and gen- 
eral influence the extent of its circulation, 
then its circulation doesn’t amount to much.—- 
The Fournalist. 

Amon the odd trade advertisements dis- 
played at the recent Stockholm exhibition, 
the Lilietolmens candle played a prominent 

art. This candle stood no less than 127 feet 

igh. The lower part, which was intended 
to represent an old Swedish candlestick, was 
in reality an enormous structure of bricks 
and mortar, in which was established a per- 
fectly equipped candle factory, where em- 
ployees worked six hours a day. The base 
of the candlestick covered a space 4o feet 
square. Tocome to details, the candlestick 
itself was 47 feet high, while the candle—a 
real stearine specimen—was fully 80 feet ; its 
diameter was 8% feet. The appearancc of 
this extraordinary trade trophy was at once 
remarkable and imposing. The colossal can- 
dlestick was painted with an aluminum 
powder until it shone like well-polished silver. 
At night, too, an electric searchlight of 7,000 
(ordinary) candle-power cast its beams from 
the lofty summit of the wick over the whole 
of the exhibition grounds. Altogether, the 
cost of the monster was about $10,000. 





ANACONDA, MONTANA. 

The home office of the Anaconda Standard 
is at Anaconda. 

We have fully equipped branch offices at 
Butte, Great Falls, Missoula, and corre- 
spondents in every city in the Northwest. 

The paid daily circulation of the Standard 
in Butte City is greater than the combined 
paid circulation of all other dailies printed 
there, 

The number of people employed in our 
Butte office, on editorial and business staff, 
is equal to the number employed by all the 
other dailies in Butte City. 

The Anaconda Standard'’s general circu- 
lation, with the single exception of the Port- 
land Oregonian, is greater than that of any 
other newspaper published in Oregon, Idaho, 
Utah, Washington, Wyoming, the Dakotas 
or Montana, 

STANDARD Pustisuinc Co., 
W. H. Bond, Business Manager. 
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‘San Francisco Bulletin. 





They Ought to Know. 





THE OWL DRUG CO., 


WHOLESALE AND RETAIL 
DRUGGISTS. 


SAN FRANCISCO, Feb. 1, 1898. 
SAN FRANCISCO BULLETIN, 


City. 

We have been, as you are well aware, liberal 
and persistent advertisers in your newspaper since we 
started in business six years ago. We find your paper 
one of the very few mediums through which we obtain 
direct and immediate returns. 

Yours truly, 
THE OWL DRUG CO. 


Per H. O, Trowsripce. 





Daily February Average--25,526. 


2 GUARANTEED BY THE ADVERTISERS GUARANTEE CO. 


BEST IN QUALITY 
MOST IN QUANTITY. > 











Further information . F. K. MISCH, 
from Potter Building, New York. 
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FOR RETAILERS. 


If a man is in business, he wants 
patrons, and he wants as many of 
them as he can possibly get, and in 
the quickest possible manner. If his 
business is interesting to him and he 
is a man that has some shape in his 
make-up, the more customers, why, 
the more pleasure and profit he gets 
out of the business, There wouldn’t 
be very much pleasure in business if 
there wasn’t any gain, and there can 
be no gain unless you have the patron- 
age, and of course the greater the num- 
ber of patrons the greater the gain. 
Hence every wide-awake business man 
puts much thought on how to increase 
the business, for he naturally wants all 
there is in it, and he plans with that 
result in view. 

It’s a problem your competitor across 
the way is working at, too, for perhaps 
he’s on the same order—progressive 
and up to date, and it may be a neck- 
and-neck race between you. 

!The surest way to increase the num- 
ber of your patrons is to offer them 
something of interest all the time. 
You are not conducting a good store 
unless you have in your stock some- 
thing that will prove of interest each 
aay, for the wants of the people go on 
arid their needs must be supplied, and 
ydu can go into any portion of your 
stock any morning and select just the 
it¢ms that for price and quality would 
interest the buying public on that 
particular day. If it’s raining you’ve 
gdods adapted to their needs. If the 
sun is bathing the landscape and 
there's a breath of spring in the air, 
you've many items that would interest, 
and you know that the prices are right 
and that they will appeal to thrifty 
buyers. The only point with you is 
to get this knowledge before a sufficient 
Homage of people, and the people 
whose needs run along this line, so 
that the result will make the daya 
profitable one for you. 

The only direct and effectual way to 
let the public know about these matters 
of interest—these prices, values and 
styles—is through the paper going into 
the homes, and the one that is read by 
the members of the family. If you 
could make a personal call upon each 
of these each morning and could tell 
= in a friendly, earnest way just 

at interesting items you have in 
‘our store and why they are of especial 
interest to them from a price and qual- 
ity standpoint, you feel that perhaps 
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the result might be excelled, and yet 
the newspapers give you this very re- 
sult, and in a much more effectual and 
thorough manner, 

With your desire for more patrons 
is your earnest wish that more people 
knew the interesting happenings in 
your store, and the methods that most 
quickly bring you this result should 
be made use of. Don't wait for people 
to find it out in any other way, for by 
the time the intelligence has reached 
them the item may be no longer an in- 
teresting one, and you may only disap- 
point them, and that result is never a 
beneficial one to any store. It's in 
business as in everything else—new 
ideas are Continually supplanting the 
old—each week rings in newer styles, 
newer colorings, newer values, and the 
progressive dealer keeps pace with the 
changing panorama—he keeps the 
fresh bit of news before his patrons— 
he makes his home paper tell the story 
quickly and effectually, and he profits 
in dollars and cents by his up-to-date- 
ideas and methods. 

Keep out of the rut in your adver- 
tising methods. Make it modern, for 
there are modern methods and ideas 
in advertising, just as in everything 
else, and while your education has been 
going on in this line, so has that of 
your patrons. Great advertisers in the 
leading magazines have taught your 
people to turn to the advertising pages 
—to read them—they have made them 
attractive and interesting, and have 
demonstrated by their rapid growth and 
continued advertising, that it pays, and 
pays handsomely. People turn to the 
newspapers of your home for informa- 
tion, and every careful buyer will natu- 
rally note the guide boards that point 
towards a saving in their purchasing. 
Modern advertising is but truthful ad- 
vertising—simply asserting in an in- 
teresting, straightforward way the 
actual truth about some interesting part 
of your stock. People expect this 
much from the merchant, for they learn 
to rely upon your newspaper announce- 
ments if they find you tell it just as it 
is, and many newspaper readers watch 
for such news, and if they find you are 
not represented, naturally infer that 
you have nothing of interest to com- 
municate.—Sidney (Ja.) Herald. 


ForeMAN—Can’t get another line in the 
pe. Night Editor—Well, kill Bryan, cut 

cKinley in half and makea stick of the Sul- 
tan. And this sort of butchery goes on in 
newspaper offices every night.—Pittsburg 
Chronicle Telegraph. 
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The Dollar Daily 


as sound a proposition 
as the 


Dollar Magazine 


Another leaf from the 
interesting record of the 


Des Moines Daily News 


The price of the Des Moines DAILY NEws (to mail subscribers 
only) is One Dollar a Year, 75 cents for six months, 50 cents for 
three months, 25 cents for a single month, 

The NEws is the only dollar daily in the world, It is the first 
one, but it will not be the last. The dollar daily is as sound a propo- 
sition as the dollar monthly. The Des Moines DAILy NEws is as 
firmly established on the dollar-a-year basis as Munsey’s Magazine. 

‘Three years ago a daily newspaper at $I a year was an experi- 
ment. In December, 1895, the DAILY NEws was temporarily offered 
to mail subscribers (yearly only) for one doilar a year. The offer was 
held open for three months, and six thousand yearly subscribers were 
added to its list, the total running up from 9,000 to 15,000. In 1896 
the doors were reopened for renewals at the dollar rate. In 1897 the 
experiment ripened into a permanent policy. The mail subscribers of 
the NEws were promised that as soon as the paper reached 20,000 
circulation the dollar rate would be made permanent. The 20,000 
point has been passed, and the pledge has been made good by a per- 
manent reduction to $1 a year, and the number of yearly mail sub- 
scribers is now over 12,000—all paid in advance. 

The price of the DAILy NEws to city subscribers remains one 
cent a day—$3.12 a year. The nearly 8,000 city subscribers do not 
complain. ‘Ihey understand that it costs more to deliver a paper by 
carrier than by mail. Thus the News holds the normal field of a 
local evening paper at the conventional rate of price and profit. 

The DatLy NEws is a four-page paper. On Fridays it is eight 
pages, to accommodate local advertisers ; on Saturdays eight pages 
for Sunday reading. It makes its four-page paper as good a newspa- 
per as its eight-page issues. It is possible to condense into ten or 
twelve columns all the important news of the day, including the Asso- 
ciated Press dispatches which the NEws receives. 

The News now makes a flat rate of 3 cents per agate line to ad- 
vertisers, large and small. Its advertising columns are crowded, and 
it can not give position to new advertising except on Saturdays. But 
at 3 cents per line, its space, with 20,000 circulation guaranteed, is 
the best proposition in this country, regardless of position. 
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HOW ENGLISH PERIODICALS ARE 
SOLD. 


By Chas. Paddock. 

Perhaps it may not be generally 
known among the magazine readers of 
this country that in England all weekly 
and monthly periodicals—in fact, I 
may say all publications—are bought 
from newsdealers, and that very few 
copies indeed are sent through the 
mails within the limits of Great Britain. 
‘lhe copies that do go through the mails 
are to colonial and foreign subscribers 
and advertisers in the publication. 
Many weekly and monthly periodicals 
that enjoy very large sales have very 
small subscription lists. 

One reason for this is that in Eng- 
land there is nosuch thing as the 
‘* pound rate.”’ Every copy of a daily 
or weekly publication sent through the 
post-office requires at least one cent 
postage—more, of course, according to 
weight. [t would not pay the pub- 
lishers of such widely circulated papers 
as 7it-Bits, Pearson’s Weekly and An- 
swers to use the mails as a means of 
circulation, as the postage alone on 
some of these periodicals would cost 
$4,000 to $5,000 per issue. Under our 
pound rate it could probably be done 
for one-tenth of that sum. The rail- 
road facilities are such, however, that 
even a remote village newsdealer in 
Scotland or Ireland can receive his 
stock within twenty-four hours after 
they have been published in London. 

There is a specially low freight rate 
for newspapers and periodicals, and 
the publishers avail themselves of this 
to distribute their papers at a very slight 
cost to all the newsdealers throughout 
the country, and as this can be done 
rapidly by means of frequent trains, an 
entire edition can be placed in the 
hands of the readers within one day of 
publication. Every newsdealer has, 
besides his complement of regular or- 
ders, several copies of the popular pub- 
lications ‘‘ on sale or return” —of course 
for the purpose of inducing new buyers 
of the paper. Most of the weeklies 
and magazines have for each issue a 
boldly printed poster, which is a table 
of contents. This is usually posted up 
outside the newsdealer’s store at the 
latter’s own expense. It is certain 
that this poster advertisement largely 
helps his sales. One of these ‘‘con- 


tents bills’’ accompanies each package 
of papers from the wholesale news 
agent or ‘‘distributing house,” of which 
there are several in London. 
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It must not be supposed, however, 
that our pound rate here gives us much 
advantage over the English publisher. 
If he loses the benefit of economy in . 
the mails, he has the advantage of re- 
quiring no large staff of subscription 
clerks and of needing but little corre- 
spondence. His dealings are with the 
wholesale news agents chiefly, and they 
take a vast amount of labor and re- 
sponsibility from his shoulders. So 
far as the sales of the paper are con- 
cerned he has very little todo. His 
correspondence relates to the editorial 
and advertising departments only, and 
even the advertising is frequently in 
the hands of an agent. 

A very large percentage of the sales 
of all publications is done through W. 
H. Smith & Son, who own the priv- 
ileges of selling at the railroad ‘* book 
stalls” all over the kingdom. Nearly 
every town of any size has one or more 
railroad ‘* stations,” so that the firm of 
W. H. Smith & Son may be said t 
cover the whole country. ‘ 

The average price of an English 
weekly is two cents ; but, so far as the 
paper, printing and general make-up 
are concerned, all such publications are 
vastly inferior to ours. The American 
edition of 7%¢-Bits, which has been re- 
cently tried here at three cents, has, I 
believe, been an emphatic failure, for 
the reason that, according to our Amer- 
ican standard, it is not worth one cent. 
The paper is poor- and the printing 
equally as bad, added to which a very 
large proportion of its contents has al- 
ready appeared in various American 
publications. It is an incontrovertible 
fact that all of the English periodicals 
that contain really humorous matter are 
indebted for it to American publica- 
tions. How, then, can an English re- 
hash of the cream of our own papers 
expect to succeed here, even if better 
gotten up than 77 Bits is? While it 
seems reasonably certain that the Amer- 
ican style of periodical is not popular 
in England, it is an equally sure thing 
that the average English weekly is far 
beneath our standard. 


PLEASE THE MOST PEOPLE. 

People differ so much constitutionally that 
it is hopeless to expect the same sort of ad- 
vertising to please everybody. We have our 
favorite s, plays, habits, pastimes, dishes. 
Others don’t like what we prefer. In ad- 
vertising you must try to please the mos 
people—you can not expect to please all. 


THE BEST “QUALITY.” 
The intelligent middle classes are the peo- 
ple who are most responsive to advertising. 
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M9 tot 


445,438-1-445,438 








aveNeehiies 


Mail = Express 


printed in the months of January and 
February this year 445,438 agate 
lines of paid advertising, being an 
increase of 104,006 agate lines over 
the same two months of ’97, or a gain 


’ of more than 30 per cent. 


The next paper on the list printed 44,212 agate 
lines less than THE Matt AND EXPRESS, more 


than one hundred and fifty-two newspaper columns. 





Advertising in THe Marit anp ExpREss pro- 
duces results. No driftwood; every reader is a 


purchaser. 


Rateson application at the publication offices, 
No, 203 Broadway and Nos. 164, 166, 168 
Fulton St., New York, or through any 
reputable advertising agency. 





tg —tg 




















PRINTERS’ INK. 
WHAT SOME PUBLISHERS ASSERT. 


** said in my haste all men are lars.” —Psalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 
his own, there will be no objections 


sends is published as coming FRoM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


Although a publisher need not necessarily refer to any paper but 


to comparisons. What the publisher 
It is his privilege to praise his own 
What 


he does say, however, ought to be true—adsolutely. 


CALIFORNIA. 

San Francisco (Cal.) Herald of Trade 
and Finance (1).—It has more subscribers 
throughout the Pacific Coast, Hawaiian Is- 
lands, China and Japan, than any other com- 
mercial journal. 

CONNECTICUT. 

Derby (Conn.) Hebrew Leader (1).—Pub- 
léshed in the interests of the Jewish popula- 
tion of the State of Connecticut. Published 
every Friday, and goes into the homes of 
over 5,000 families. Oniy paper of its kind 
published in Connecticut. 

New London (Conn.) Day (1).—Advertisers 
in the Day are guaranteed one-third more 
readers than can be given by any other New 
London paper. Five times more readers than 
can be given by any other New London even- 
ing paper.. Position always on local reading 
reading page—no tucked out of sight places. 

New London (Conn.) Morning Jelegraph 
(x).—The advertisers in the Morning /ele- 
graph are agrees « the largest circulation 
of any daily paper in Eastern Connecticut. 

DELAWARE. 

Wilmington (Del.) Delaware Farm and 
Home (t).—Only agricultural paper in the 
State. Is not published for the agricultural 
class throughout the United States, but is 
devoted almost exclusively to the interests of 
the farmers, fruit growers, horticulturists and 
dairymen of the peninsula of Delaware and 
Maryland ; one of the most prosperous agri- 
cultural communities in the United States. 
During its 13 years of publication it has taken 
in all the agricultural papers published on the 

eninsula and during that time its pages have 

n devoted to agriculture as suited to the 
soil and climate of the field covered by its 
patronage. ‘‘We have a little field well 
tilled.’’ It is indorsed by the Grange, Farm- 

er’s Institutes and Horticultural Societies, 
composed of igs apes progressive and in- 
telligent people who own and till their own 
farms, and who are large buyers of the goods 
that are advertised in our columns. s we 
guarantee all our advertisers, satisfaction is 
assured. March 31 edition 10,000 copies. 

ILLINOIS. 

Chicago (Ill.) American Home Yournal 

(2)—Our circulation is now in excess of 


50,000. 
Chicago (Ill.) Baptist Union (r).—Largest 
circulation of any Baptist paper in the world 
—33,000 weekly. 
icago (Ill.) Mew World (1).—Has the 
active support of the clergy of the vast terri- 
tory tributary to Chicago. Its patrons include 


EXPLANATIONS. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

Y) By word of mouth by a representative 
of the paper. 








the intelligent, the wealthy and the better 
class of the laity. It reaches numerous paro- 
chial schools, colleges, academies, convents 
and other institutions all over the country. 

Chicago (Ill.) Reform Advocate (1).—The 
supporters and readers of the journal are to 
be found mainly among that class which is 
composed of people who combine culture 
with the means to purchase a first-class 
article. 

Jerseyville (Ill.) Jersey County Democrat 
(1). Official organ of both city and county. 
Sworn circulation over 1,800. 

INDIANA, 

Indianapolis (Ind.) Agricultural Epfito- 
mist (1).—The best all-round agricultural pa- 
per published. Don’t be afraid your adver- 
tisement will not be read, for the Zpzto:nist 
carries only advertisements of a reliable 
character which are always of interest to its 
subscribers who are a reading and buying 
class of farmers, gardeners, stockmen, dairy- 
men, poultrymen and housekeepers. 

Tipton (Ind.) Union Dispatch (1).—Largest 
circulation of any newspaper published in the 
gas belt, covering the richest section of coun- 
try in Indiana, and reaches all classes of 
people. Largest circulation of any news- 
paper published in Tipton or Howard County. 


IOWA. 

Des Moines (Ia.) Spirit of the West (2).— 
We havea good list of subscribers. Our list 
is not as large as some of the agricultural 
papers that go into the rural districts, but it 
is a reliable list of subscribers who reside 
mostly in the railroad towns and county 
seats. They are the class of people that buy 
and have the money to buy, and we believe 
that an advertisement will render the adver- 
tiser good service. 

Dubuque (la.) Hera/d (1).—An established 
circulation in a prosperous community. 

Dubuque (Ia.) 7elegraph (1).—The circula- 
tion of the Ze/egraph in the city of Dubuque 
alone is 3,567, which does not include news- 
stands and sales—solely the number deliv- 
ered by carrier. 

Logan (Ia.) Nucleus (2).—Has more then 
doubled its list in the past three years. Ad- 
vertisers who use this medium are insured 
the benefits of a progressive list, the extent 
and quality of circulation guaranteeing pro- 
portionate returns for the expenditure. It is | 
conceded by all competitors to have a larger 
circulation than any other paper in the 
county. 

KANSAS. 

Topeka (Kan.) Mai? (2).—Has just closed 
the most prosperous year in its history, and 
is now conceded to be far in the lead of all 
other weekly newspapers in Kansas in point 
of circulation. As a medium for reaching 
the thrifty people of the most prosperous 
agricultural States in the Union the Maz/ is 
unequaled, 


MAINE, 
Augusta (Me.) Lane’s List (1).—The thirty 


















ears in which the papers of Lane’s List have 
enn published have not been in vain, Stead- 
fast and conscientious work has made them 
the five great monthly home papers that are 
read by every member of the family, old and 

oung, in over 700,000 well-to-do American 

omes. 
MASSACHUSETTS, 

Boston (Mass.) Clud Woman (1).—Will go 
to every club in New England, and to many 
members of every club. It will go also to a 
large number of clubs throughout the United 
States. There is no other distinctive club 

riodical published, and the Club Woman 

as a field peculiarly its own. There are 
several thousand women’s clubs in New Eng- 
land, with a membership of fully fifty thou- 
sand women, while in the United States the 
number reaches nearly to a million. 

Boston (Mass.) Land and Water (2).—Cir- 
cuiation nearing 25,000 mark, illustrations 
equal photographs, every article by an au- 
thority, devoted toall kinds of sports on land 
and water, a high-class sporting magazine for 
enthusiasts, 

Cambridgeport (Mass.) Press (2).—Watch 


the Press. We watch the town ! 
Everett (Mass.) Republican (1).—The 
largest circulation in Everett. 
MICHIGAN. 


Detroit (Mich.) Journal (1).—Is the only 
metropolitan Republican daily in this great 
Republican State. 

Jackson (Mich.) Patriot (1).— The only 
morning and the only Sunday morning news- 
paper in a territory 144 miles square. 
ort Huron (Mich.) /ndependent /orester 
(1).—Rates based on sworn circulation each 
month. Circulation about 130,000. 

MINNESOTA. 

Minneapolis (Minn.) Northwestern Agri- 
culturist (2).—As a matter of fact we can 
not print less than 27,0000f the Northwestern 
Agriculturist, as we have 25,000 subscribers. 
A year ago we had only 9,000. 

Minneapolis (Minn.) Svenska A meri/an- 
ska Posten (1).—The largest Swedish paper 
in America in size and circulation. Actual 
paid circulation guaranteed to exceed 35,000 
copies each issue. 

MISSOURI. 

Paris (Mo.) Monroe Co. Appeal (2).—Pub- 
lished at the county seat of Monroe County, 
one of the richest agricultural and stock. 
raising counties in Missouri. The Adeeet 
guarantees to advertisers a larger circulation 
in Monroe County than the combined county 
circulation of any other two papers pub- 
lished inthe county. The Affea/claims the 
best paying list of readers in North Missouri. 
A dun to delinquent subscribers has never 
been seen in its columns. The management 
knows the people. If it finds a doubtful 
name on its list, it cuts that name off in short 
order. The quality of its circulation, com- 
bined with the quantity, keeps the Appeal 
loaded to the guards with home advertise- 
ments fifty-two weeks in the year. Foreign 
business is not solicited, but will be accepted 
from those willing to pay fair rates to get 
good returns. The Affead is all home print 
all the time. 

NEW JERSEY. 

Dover (N. J.) Morris Fournal (1).—Has a 
large circulation list and is steadily increas- 
ing. Morris County is our field and hasa 
population of 60,000. The /ournad goes into 
the best homes in every hamlet, town, bor- 
ough and city in the county, making it the 
best possible medium for advertising. 

NEW YORK. 

Le Roy (N. Y.) Gazette (1).—A city daily 

is not read as thoroughly as is a high-class 
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local newspaper like the Gazette, which 
reaches far out into the rural districts, where 
daily papers do not go. A daily paper is no 
good the second doy. A country paper is 
read by allthe family und it lasts a week. 
A city paper is all right for business men, 
but it can not reach the country buyers. 
Notice the number of our country corre- 
spondents. That tells the story. The Gazette 
has acirculation larger by several hundred 
than that claimed by any of the other twenty- 
five weekly papers published in the Counties 
of Genesee, Orleans and Livingston. 

New York (N. Y.) American Queen (2).— 
The most successful publishing enterprise 
started in this country within the past two 
years isthe American Queen. Its tremen- 
dous growth in circulation and advertising 
evidences the fact that it has struck a at 
popular chord; had it not measured and 
catered to its great public of half a million, 
it could not have succeeded to anything like 
the degree it has. The Queen is absolutely 
the best woman’s magazine in this count 
to-day—for the great middle class—whic 
practically is the only consuming public of 
the country worth considering. They are 
the people the wise merchant and manufact- 
urer are after, because they are the millions. 

New York (N. Y.) Electrical World (1).— 
Has no equal in its special field. It has 
upwards of 60,000 lers every week, in 
the laboratories, manufactories, workshops 
offices, libraries and homes of all ciasses of 
electricians. The fact of the matter is that 
the entire electrical field can be thoroughly 
covered by an announcement in the E/ectric- 
al World, while the electrical field can not 
be covered, outside of the World, no matter 
in how many other journals the advertiser 
may insert announcements. It is certainly, 
therefore, much more economical for the ad- 
vertiser to concentrate his expenditure in the 
advertising line in electrical periodicals in 
one well-displayed advertisement in the jour- 
nal which goes to all those reached or to be 
reached by such a journal. 

New York (N. Y.) Hours at Home (1).— 
esas circulation 200,000 copies month- 


y. 

New York (N. Y.) Medical Record (1).— 
Has a larger circulation than any other med- 
ical journal in America. 

New York (N. Y.) Munsey’s Magazine (1). 
—Has to-day, and has had for the last three 
years, a larger net American circulation than 
the combined circulation of Harper's, Scrib- 
ner’s, the Century and McClure’s. Inother 
words it goes into more American homes than 
all four of these magazines put together. 

New York (N. Y.) Pediatrics (2).—Circula- 
tion guaranteed to be over 10,000 copies each 
issue, not once or twice at intervals, but regu- 
larly each time. We agree to send with all 
advertising bills a photograph of the original 
post-office receipts and affidavits, stating the 
correct circulation of each issue. We guaran- 
tee over 250,000 copies a year. 

Port Henry (N. Y.) Essex County Repub- 
lican (1).—Best advertising medium in North- 
ern New York. Present circulation, 4,000. 

Poughkeepsie (N. Y.) News-Press (1).— 
Largest daily circulation in Poughkeepsie. 
News- Telegraph circulation larger than that 
of any paper published in the Hudson River 
Valley—a journal for the family 

Troy iN. Y.) Northern Budget (1).—Its 
circulation is eer than that of any other 
Sunday paper in Central Northern New York. 

NORTH CAROLINA. 

Durham (N.C.) Christian Educator (1).— 
Read by not less than five thousand persons 
every month, 
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MR. KESSINGER SPEAKS AGAIN. 
Rog, N. Y., March 10, 1898. 
Editor of Printers’ INK: 

In your issue of March g you try to con- 
trovert my assertion that an advertisement in 
a newspaper consisting of a few pages is worth 
more for each thousand of circulation than 
the same space ina newspaper consisting of 
a large number of pages. But how do you 
come out? As I read your rejoinder, Mr. 
Rowell and Mr. Moses, and you as their 
sponsor, get right in line with me, by the act 
of ordering an advertisement in the Chicago 
Record instead of the Chicago News. You 
say that the Record has fewer advertisements 
than the News and, therefore, according to 
my theory the Record ought to charge more 
for space than the Vews, but the fact is that 
the ews charges more and gets it, and gets 
more advertising, What the News charges 
and gets is onething. What the Record space 
is worth comparatively is another. Your 
colleagues, Messrs. Moses and Rowell, have 
already sustained my “ theory” as you call 
it, by choosing the Record, the smaller paper 
with the fewer advertisements. Therefore I 
submit that my point is confirmed. 

It seems to me a very simple proposition. 
A person can read a four-page newspaper 
more thoroughly in a given time than he can 
read a sixteen-page sem This ought to be 
just as clear to the Little Schoolmaster as 
the fact that a man can walk four miles 
quicker than he can walk sixteen miles, 

T never met an advertiser who did not sus- 
tain the Oy pee that a compact news- 

aper, with few pages, was a better medium 
‘or advertisers, copy for copy, than a padded 
newspaper of many pages. In fact, many ad- 
vertisers admit that there is an almost incal- 
culable difference between the two, because 
the reader of the mammoth newspaper is 
simply overwhelmed with the amount of 
matter before him, whereas the reader of the 
compact newspaper can read it through with- 
in a reasonable time. 

Now as to the rate which the Chicago 
Sentqre for a whole page; that is one 
thing. To ask another publisher to accept 
one-twelfth of a page at the same rate, that 
is another thing. This is a matter between 
the agency andthe newspaper. Other things 
being even, the publisher will be likely to 
say, ‘“‘No,I thank you; I am not odes 
city lots at farm rates. My price for city 
lots is so much a foot front.’ 

A. C. KEssincEr. 


er 
ITS TRACES ARE EVERYWHERE. 
Toronto, March 1, 1898. 
Editor of Pruxters’ Ink: 

Some years ago when Drummond’s “‘Natur- 
al Law ’”’ was first published, and I attended 
churchin a different town every Sunday,I used 
to amuse myself by noting the large number of 
sermons which seemed to me to be more or less 
based upon that book. I think I could tell 
when a minister had or had not read it, 
If he had, he involuntarily showed that he 
had. Now, as an advertisement reader, I 
think I see traces of Printers’ INK influence 
everywhere in perenne and in many 

uarters not only traces but the ideas of 

INTERS’ INK themselves, though often 
modified by the varying characteristics of the 
individual advertiser. 

Printers’ Ink seems tome to have a mar- 
velous magnetic faculty of attracting ideas in 
 asenay a and teaching them to others. 
Yours faithfully. | Joun {. Sutciirre. 
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NOTHING IN IT! 
VERY LITTLE DEMAND FOR SUCH A LIST. 


B, LAwRENCE STATIONERY Co., 
41 John St. 
New York, March 4, 1898. 
Editor American Newspaper Directory : 
We have been subscribers to the American 
Newspaper Directory for some years, and 
will you permit us to make a suggestion : 
That you insert in your coming Directo 
the names of all newspapers that print their 
editions from Web presses; that is, from 
the roll of paper from stereotype plates, 
There are a good many newspapers in the 
United States whose circulation is under five 
thousand that are now using Web printin 
presses, and there are quite a number o 
newspapers whose circulation is under five 
thousand ; but the very fact of their printing 
their papers in the roll would lead to the 
belief that their circulation would be on the 
increase; otherwise, they would not go to 
the expense of buying these expensive presses. 
We do not know the names of all the manu- 
facturers of printing presses who supply 
newspapers with these particular presses, tS 
we believe Messrs. oe Co., Babcock 
Printing Press Manufacturing Co., Campbell 
Printing Press Manufacturing Co., Potter 
Printing Press Co. and many others unknown 
to us which you probably are acquainted 
with. There is no doubt that each of these 
manufacturers of printing presses will pay 
you liberally for making the insertion in 
your Directory of the names of all the news- 
papers that use the presses of these various 
manufacturers. The only advantage we 
should personally derive by it would be to 
enable us to take a list of these names, pro- 
vided they would be complete, and we 
would be willing, in addition to our subscrip- 
tion, to pay $25 for the information and $10 
each year, in addition to our being willing to 
subscribe to your book for the next ten years. 
If you conclude to do this please notify us of 
your decision. Yours truly, 
B. LAWRENCE Sranionzny Co. 


—_+ o> —___—_— 
IN CHICAGO, 
Cuicaco, March 2, 1898. 


Editor of Printers’ Ink: 

“ Marry your pants to a pair of our duck 
suspenders ”’ is a street car sign. “* We keep 
our stock up and our prices down, is a firm’s 
announcement. ‘Hot cocoa served free” 
was a p gzent | store’s card during the cold 
snap. jeweler shows a figure of a ballet 
girlin miniature, and the dancer is cleverly 
and lavishly bejeweled. A belligerent gro- 
cer has Gutlenel war on the prices of Spanish 
olives. ‘It’s nice and warm inside” is a 
saloon’s invitation to shivering passers-by. 
“ Our candy is just too sweet for anything” 
is the sign of a well-meaning confectioner. 
Klondike outfits are being shown in store 
windows. ‘‘ We give a case with every quar- 
ter’s worth of cigars sold,’”’ promises a tobac- 
conist. C. E. Severn. 


—————__ +9 

OTHER PEBBLES ON THE BEACH. 
Editor of Printers’ Ink: 

In your issue of March 9, you speak of the 
Portland Oregonian as the only morning 
daily published in that city. The daily 
Morning Tribune at Portland is printin 
and selling at the present time an average 0 
over 9,600 a day, and don’t you forget it. 

Gerorce R. Katz, 

Special agent in New York for the Portland 

morning Daily Tribune. 














A MAINE MAN’S VIEWS, 
Norway, Me., March 7, 1898. 
Editor of Prixters’ Inx: 

A few evenings since I was talking with 
Mr. Spiller, ree 5g of the Spiller Medicine 
Co., of Westbrook, Me. He has by team 
canvassing built upin two-thirds of Maine 
and half of New Hampshire a trade for 
Spiller's Golden Tonic, Spiller’s Golden 
Balsam and the other remedies manufactu 
by his company. He is now preparing to do 
considerable newspaper advertising, and says 
that for his purpose of reaching the people 
who want to avoid calling in the doctor, the 
country weekly is the best medium to use. 
He believes that an ad published by a local 
druggist is twice as valuable as his own ad 
of the same article. Another part of his 
plan is the system which he has previously 
used of leaving his agents notify him of any 
disease being prevalent in a community. In 
his words: “If whooping-cough is epidemic in 
atown, a good canvasser with samples and the 
right kind of literature and a good, timely 
newspaper ad, are both and each profitable, 
But a druggist has got to help the work plone. 
If he doesn’t I’ll get somebody else to hustle 
my goods over the counter.” I asked Mr. 
Spiller whether he considered newspaper ad- 
vertising or canvassing with a wagon the 
more profitable. He replied: “ The‘ same 
amount of money spent on a good canvasser 
will bring back more dollars and cents than 
if used in buying newspaper space, when 
building up a trade. A man can talk people 
into buying a bottle of Spiller’s Golden Bal- 
sam and using it when his throat is sore. 
But ,when the bottlefull is used up and the 
bottle is thrown away, most people are ready 
to try something else that may come handier, 
and do so hoping it’s just as good. That’s 
where a newspaper ad comes in; it reminds 
him how well Spiller’s Golden Balsam work- 
ed last time, jogs his memory, so to speak.” 

Very truly, . C. CLARK. 


THE NEW GENERATION. 
Cur1caco, March 2, 1898. 
Editor of Printers’ Ink : 

A fact that never should be forgotten by 
advertisers is that there is anew generation 
of purchasers coming on which needs pri- 
mary instruction in the nature and merits of 
even the best established articles. You can 
not keep the public educated regarding your 
business without constant and comprehensive 
teaching. If I were advertising an article, 
no matter how well I thought it was known, 
would make every advertisement tell just 
what it was and a its uses were. 

For instance, if I were advertising Sapo- 
lio, despite its wonderful reputation, I would 
state in every ad that it is a soap for scouring. 
Probably nine hund and ninety-nine out 
of every thousand people know this fact, but 
the one thousandth man needs ‘he irforma- 
tion. Little Miss Muffet, who may have 
been a child at the introduction of the arti- 
cle you are advertising, is now grown-up Mrs. 
Housekeeper, and for the first time learning 
the lesson of what to use in her housework. 
She wants to know all you can tell her. 

D. H. Moore, 


WHAT THEY SAY. 

On a blacksmith’s shop is a sign: “It 
makes a horse laugh to get shod here.”” An 
installment house advertises: “* Pay for it as 
you use it.” A department store calls itself 
the savings bank, and it advertises: “It is 
like putting money in the savings bank to 
trade with us.” 
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IN FNDIANAPOLIS, 
INDIANAPOLIS, Ind., March 2, 1898. 
Editor of Printers’ Ink: 

Lately a large “* Illuminated Pictorial Ad- 
vertiser ’’ has been placed on the front of a 
Washington street business house, located in 
a splendid locality for such purposes, and 
this advertiser overflows with announce- 
ments. Incandescent lights at the rear make 
the advertisements readable at might. Indian- 
apolis is the home of several “ performin 
advertisers,” who act “ daft” for the benefit 
of those who advertise through them. The 
railroad companies use these fellows. 

A good-sized telescope may oft be seen on 
the street corners, and many is the curious 
individual who gazes therein only to read an 
ad. A fellow goes to a town pump, lifts the 
tin cup to quaff the ** sparkling clear,” and 
behold ! there’s an ad at the bottom. If he 
looks in a barrel labeled “‘ snakes,’”’ he reads 
anad, He wants something to eat, and if he 
goes toa certain restaurant the words, “Come 
in—you’re out,” look him in the face, while 
a man in the third story above shouts 
through a huge trumpet to come over on this 
side where you can get all you can eat for a 

ime. One firm of sign painters says: “I 
guess,” after each imprint. Another says : 
** Of course,” when they sign their name to 
asign. A firm of awning and tent makers 
always tells the people that: *“* We fool 
the sun.” One saloon-keeper offers a “* Hot 
Luetgert with each drink.’’ Pictures from 
newspapers showing scenes from the Maine 
disaster attract crowds. ‘“‘ Bargain matinee, 
best house, best seat in it for 25c.,”" is a new 
one for our bargain hunters to grab at. 

Georce B. Forrest. 


WITHOUT A PEER. 
Cincinnati, O., Feb. 28, 1898. 
Editor American Newspaper Directory and 
“ Printers’ Ink”: 
_ I get strong, favorable statements regard- 
ing the American{Newspaper Directory every 
week, I also get unfavorable comments on 
it, but these come from publishers who do 
not seem willing to furnish material for cor- 
rect ratings, and seldom if ever are they the 
leading publishers in their respective fields. 
I publish some favorable comments from 
time to time, but do not use the unfavorable 
ones, because they can not in any way help 
the a advertiser toward getting at the 
truth regarding newspaper circulation. I am 
perfectly sincere in my attitude regarding 
your Directory and Printers’ Inx. They 
are publications without a peer in their class 


CLA beacons 


FOUR OF THEM, 
Brruincuam, Ala., March 2, 1898. 
Editor of Prinrers’ Ink: 

Please give us the names of some reliable 
paper houses, who make a specialty of fancy 
paper for job portiee. 

_ Thanking you in advance for any informa- 
tion, we are, 


T. L. McGowan Pant Co. 








G. B. Hurd & Co., 425 Broome street, City. 

Whiting Paper Co., Duane street and West 
Broadway, City. 

Seymour Paper 


-, 27 Beek treet, City. 
Wm. P. Dane, 174 wa eye, amg 


illiam street, City, 
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For the Upper Floors, 
Take the Elevator. 


The eievator is an indispensable feature of the modern office build- 
ing. Some folks use the stairway, but not many, and they don’t go up 
more than a story or two. Just tell the elevator attendant what floor you 
wish to reach and he will get you there in short order. So with advertis- 
ing in business. You wish to reach the people of the great Middle West 
with information concerning your goods. You just put an advertisement 
in the 


Chicago Newspaper Union Lists 
Over 1500 newspapers» 


all published in this fertile, well-settled section of the country, and the 
thing is done, speedily, all at once, effectively. One order and one cut 
only are required. 


Send for estimate and catalogue. 
CHICAGO NEWSPAPER UNION, 


10 Spruce Street, oR 87 to 93 South Jefferson Street, 
NEW YORK. , CHICAGO. 





























TOLD IN CHICAGO, 


A story is related of a shrewd man who 
ublished an agricultural weekly not far from 
Phicago. The pa was supposed to inter- 


est farmers, stock raisers and dairymen in 
particular, and the publisher wanted the ad- 
vertisers to believe that he reached every 
rural household in the Mississippi valley. 
He had some difficulty in convincing them on 
this point, but he certainly succeeded in 
getting advertising, and he did it by methods 
which will be appreciated by any one who 
has had any experience as an advertiser. 

Every careful and judicious advertiser 
keeps accurate account of all inquiries and 
sales which can be traced to any particular 
medium. If he puts an advertisement into 
two newspapers and within a month receives 
100 letters mentioning the first newspaper and 
only fifty letters mentioning the second 
newspaper, he is very apt to conclude that the 
first paper is twice as valuable as the second. 
The publisher of the weekly knew that ad- 
vertisers kept this account of returns, and 
made arrangements to have returns come in 
from every advertisement appearing in his 
sheet. Accordingly he made up a bona fide 
list of farmers living within the territory 
which was supposed to be covered by his 
family paper, and he made arrangements to 
have these farmers write for information, 
price list or catalogue every time a new ad- 
vertisement came out in the paper. Of course 
these farmers did not have to ~ any clerical 
labor themselves, and in some instances they 
did not know what was happening, except 
that they continued to receive ilfostrated 
catalogues and circulars addressed to vro- 
spective agents. Let us suppose that the pub- 
lisher had induced a manufacturer of barbed 
wire or a patent-churn man or a wholesale 
seed and bulb house to put in a trial adver- 
tisement at a very cheap rate. Within two 
weeks after the advertisement appeared the 
advertiser received some fifty or more letters 
after the style of the following: 

* Mitkweep, [I1., May 16, 1897. 

“ GENTLEMEN—Having seen your adver- 
tisement of the Duplex bee-hivein the Weekly 
Cornshuck, 1 write to ask that you send mea 
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price list, as I expect to buy about fifty hives 
this fall, Yours truly, 
* Utysses G. Swan.” 

This letter and the others had been written 
and mailed by various employees and agents 
under the direction of the publisher. Such a 
system necessitated considerable labor and 
expense, but the reward was adequate. A 
month or so after the trial advertisement had 
appeared the publisher wrote to the manu- 
facturer saying that he hoped he (the manu- 
facturer) had realized some returns from the 
trial insertion in the Weekly (ornshuck and 
would consider favorably a proposition re- 
garding an annual contract. The manager 
probably made a note and sent to the adver- 
tising department to learn what, if any, re- 
turns had come in from the trial advertise- 
ment in the Cornshuck. The answer was 
made that some forty-five letters of inquiry 
had been received. The manager then said: 
** Why, that’s as many as I received from the 
Universal Husbandmen, which is supposed 
to circulate everywhere, and this fellow’s 
rate isn’t half as high. I believe I’ll try him 
fora year.”” The consequence was that he 
signed a contract and paid the publisher a 
good price for space in the paper. Perhaps 
the returns for the year did not bear out the 
early promises, but then, in any business, it 
often happens that letters of inquiry do not 
lead to ps me .— Chicago Record. 


THE BILL-BOARD CONTRACTOR. 

Where do I come in? Why, I stand as the 
responsible agent between the advertiser and 
the billposter. To the advertiser I guarantee 
actual service ; if he does not get it he doesn't 
have to pay for what he doesn’t get. To the 
billposter I furnish business and guarantee 
his money when his contract is completed. 
By him I am paid a fixed commission, But 
so far as the advertiser is concerned my serv- 
ices do not cost him one cent. This is pos- 
sibly the best reason < it does not pay 
him to post bills direct. Why should he take 
all this extra labor upon himself when noth- 
ing would be saved thereby, and he can pro- 
cure the services of an experienced man at no 
extra cost ?—Edward A. Stahibrodt. 











employ men. I mploy good, faithful plodding 
men—men who are anxious for work and de- 
sire to hold a situation. As far as possible J em- 
ploy married—men of family. I pay them good 
good wages, and last but not least, 1 WATCH 
THEM CONSTANTLY. They work under the 
supervision and surveillance of two overseers, 1 
myself, am after them constantly. 


“Eternal Vigilance is the price of success.” That is my motto 








IF YOU WANT TO COVER 
WRITE ME ABOUT IT. +» 


wut W, H. STEINBRENNER, # "ax st. oncrowns 


SERVICE GUARANTEED By The I 


and that is why Steinbrenner’s Service is a success. 


CINCINNATL 2 


Assodk of Distt 








Even distributors of advertising matter are beginning to advertise with some skill, as 
the foregoing reduced reproduction of a large advertisement in a recent number of the Bél/ 
reg 08 


Board (Cinci 
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Unpovustepty one of the best toasts on 
record was given by a printer, viz.: 

“*Woman—the fairest of Nature’ ’s work. 
The edition is large and no man shoul 
without a copy.”’—Househo/d. 





Classified Advertisements. 


Stvertionenty under this head two yang more 
ithout d , 25centsaline. Must be 
handed in one week in advance. 
WANTS. 


. & line for Fed ven. 
259 WORK, Athens,Ga. Ga. ay 


| By ge MACHINIST an¢ ong PT etn wants po- 


WOMAN’S 


sition. Al references, Printers’ Ink, 
JERFECT half-tone cuts, | col., $1; larger, 10c. 
per in, ARC ENGRAVING Co., Vouner- 
town, Ohio. 
V a eae doing mail order business 
o send me pia of work and prices. 
J.E. DIXON, naa 


) be PAINT metal roo ork guaranteed for 10 
ears. HARVEY ‘ENOLASE Siibany, Ga. Eng- 
lish yaint stops leaks; Yes I t Do. 
AIL order men, write | for our proposition; 
VI clean goods; rofits. 613 Consolidated 
Exchange Building, cago, Il. 
EARNED iy one agent with free 
$22,000 outfit in 5 / years. Several earn 
$),000 yearly. 





P. O. 1371, New York. 


I ogaTiGs wanted for Sunday paper, 
4 ,Conn. Would take Ran: RY a 
ner. . tr "HOSFORD, Vandewater St., N. Y. City. 





T EASONS why customers for ads, cuts, book- 
lets, etc. , are retained convincing] =a on 
small order. M. L. HINCHMAN, 640 B’ 

wisn pation 


Peete ors 
with re je pul ouse at mod: 
tarnish machine. , “xX 0” Canal De Dover, 


AS papteese aches: man and college graduate, aie 

lg aneditoria on Ly Cg t trade 
Pp res an rial position ress“ A,’ 
Pare Printers’ Ink. 

\ 7 ANTED—Advertisers to know that we ed 
a r circulation than any newer 
published in the bay A of Virginia. Advert 
ication. Address 


rates furnished o reste 
WINCHESTER PRES Winchester, Va. 


\ 7 ANTED — An experienced new: 
with some ital to join me in n searting & 
a leading Southern —~. 
‘Donr Sean unless you _m: 
” care Printers’ _ 


— xLompiia “Taomapatee. What 
io you_ want to know! Send $1 with » 
quiry. Reliable information. Manager 
turred from gold ion. ‘Alaska-Klomdike Infor. 
mation Bureau. H. 


. REED, Mgr., Portland, Ore. 

I RAWINGS FROM PARIS—A lady in Paris, 
competent and experienced, desires an en- 
gagement to furnish drawi illustrating Paris 
ions, and offers her services to some Ameri- 

r. She visits the celebrated dress- 


new git 
Splendid location. 
business. Address 


can newspa 
makers and sends drawings of latest creations. 

serve one journal or two. Compensation to 
be fixed by Cw after submitting “i- 
mens. ‘Address M.T.,” _M.T.,” care of Printers’ Ink. 
W WE 

WANT 
HIGH-GRADE 
ADVERTISEMENTS. 
CAN WE GET YOURS? 


Rates, 2% cents per agate 2 ae, oh insertion, 
All ads next to reading matte: 
$ 1.00 buys 4 lines a als bays inches 
125 “ 65lines 17.50 5 inches 
150 “ 6lines 21.00 6inches 
1.75 “ i ine! 4.50 “ half col. 
350 “ linch 49.00 “ one col. 
700 “ inches 98.00 “ ea page 
10.50 “ 3inches 196.00 “ i page 
Only first-class matter accepted. Parties with- 


out good commercial rating must send cash with 
order. Cuts must not be over 23-16 inches wide. 


pn bem ages ould reach us by the 25th of 
vious m: n ady. that will pay anywhere 
will pay in WOMAN'S WORK, Athens, Ga. 





PRINTERS’ INK, 
1D) VERY Y printer wants our Specimen Book of 


d Price List of eee. ‘There 

oll various reductions in a These 

poe not sent to non-printers. AMERICAN 
Ft. FOUNDERS’ CO. Seead A “For Sale” 





ILLUSTRATORS _AND IL ILLUSTRATIONS. 
Cum—Wwe tell you i how to} ny make them for ot 


‘No samas, no tool: rn paodee 


‘or nemp. 0.2 
INFORMA ATION, 
Ww HAT is it you want to know! fone $1 w 
Established 





1887. ASSOC LTD 
TRADE A D INDUSTRIAL PRESS, ki Research 
Inquiry Department, Washington, 
PERSONAL, 


A NEWSPAPER man nan with some capital can 
learn of a splendid location in a Southern 
city for a new ly paper. Local capital can be 
interested if desired. Bood circulation assured 
from the start, Address “ DAY,” Printers’ ink, 


+ 
MAILING MACHINES. 


HE Matchless Mailer; nothing like 
Prev. ALEXANDER DIC DICK, Meridian, N 


| 1 est mailers in is ig superseding ¢ he ¢ hitherto 


ers in toy 
t beats best. net. AMERICAN 
TYPE FOUNDEKS CO,, 00 a 


- ad 


ne ae. 
ELECTROTY YPES. ‘ 
INOTYPE, saveet , electrotype metal. 


4 Absolutel ie, ‘uniform and pure. 
Our standai a no “trial order,” but orders 
and Conrenpenaenee soliet 
RCHANT & CO., Inc., 
Manufacturers, 
Philadelphia, Pa. 


BOOKS. 


DVERTISING HELPS—“ Hel 
Places,” a cone book — pu 


Over Rou h 
ee, oe 


~~ os ~ can = 
Ts 

?. .00 per volume. Address E. J. SALT, Advertis- 

ng Manager, F. & R. Lazarus & Co., Columbus, 0. 
SUPPLIES. 


5 BIBBER’S 
ters’ Rollers. 


[Fy use cuts, let us show 
prices. CHICAGO PHOTO- 
79-81 Fifth Ave., Chicago. 
wy 
Ts PAPER is <7 with ink manufact- 
y the W. WILSON PRINTING INK 
Cco., L't’d, 10 Spruce Bie Now York. Special prices 
to cash buyers. 


——_ +o 

NEWSPAPER METALS. 

4 ke cost of Blatchford stereotype, e! 
and tals is 


‘ou aan and 
GRAVING Co., 


the reasons is t 
newspaper meted we make over 100 different 

ucts. Ses i — business helps 
very ¢ other pa ent— of manu- 


Dee expenee of ee of selling, a If other metals 
are sotecld ‘or less it’s because they’re of inferior 
es. Blatchford metals'ean’t sold for less. 

E. W. BLATCHFORD & CO., 54-70N. 


han 
n St., Chicago. 
~>>— 

JOB PRINTING SPECIALTIES. 
Y I AKE your ads attractive with the right kind 
4 of cuts, Will help y« CHICAGO PHOTO 
ENGRAVING CO., 7081 free fth_ Ave., Chicago. 

NEWSPAPER ir one rtise and sel ! wee, 

the U.S 


b printing department ts 

0! ni le 

ire Aa Ph device that sells at sight os nimoxt 
2 man. 


eve and p 

establ ies a pomend ive customer for printed 
billheads. Frofits.100 per cent. WM. R. ADAMS, 
manufacturer, Topeka, Kansas. 


Clin 




















MISCELLANEOUS, 


D*. BROWN’S Hair Food tay a new 
growth and re mee ax natural 
—— trial 25c.; used by Dr. Brown 


reat success. 
SRROWN'S Pilé Cure gives relief in a few 
D —_ and one 50-cent box cures the worst 
always have it in the house, Indorsed by 


sicians who use it. 
rite BROWN’S (catarrh, x f Joe, batten, 
and cold-in-the 
sent postpaid. Address BROWN ME MEDICAL co., 
Youngstown, O. 
++ ———_ 
ADVERTISEMENTS BY TELEGRAPH. 
iw you murder ‘<4 mother-in-law or set fire to 
Associated Press will send 


the Ci ——e 
the news Ay country, and the leading 
prin t under of “B 
Relegraph ”—all thous cost to you. you se 
the new clock for Yr Capitol Ww: r 
su ply yo ur brand ¢ f champagne for lat 
ball at the Waldorf- ‘Astoria, we will send out the 
snformates | or ‘ou,and next morning it will 
papers under the heading 


—.. 





2 Telogre in th 
“By Teli ph,” and when on zon our bill you 
will ad ment was ex 
cellent. ml et the coxt of it was in in prope 
tion. For furthe: add HE 
GEO. P. ROWELL ‘AD ERTISING CO., 10 Spruce 
St., N. ¥. 
BARGAINS. 

NUTS of an bject by es b 
C CAGO P. OTO-ENGRA VIN % 86.7981 
Ave., Chicago. 


Fo twenty-five dollars we re will print seventy- 
five words, or te te lines, in two million 
copies (2,000,000) of of conspicuous American news- 


rs and co! the work within eight 
sis at the of only one-eighth of a cent a 
line for — aan ~~ 7 it 
appear a le issue of any 
laced before two per 
buyers—or ten million reodess, isso’ 
stated, every 7 a pag fs at oe nor SS 


te GEO. PF HOWELL TDVERTISING CO- 16 


Spruce 8t., New Y 








> 


ADVERTISING NOVELTIES. 


W E want to hear from ple who wants cuts. 
CHICAGO PHOT -ENGRAVING CO., 79-81 
Fifth Ave., Chicago. 
OW much will you spend for an advertising 
novelty? weil So une 18 Webesh, to fit Shicawo. 
case. REGENT MFG. 


I pt AGVRLTIBY sees effective ad- 


sure business : 
they touch . C Tight spot. ot. REGENT MFG. CO., 


FOR the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 
Lr as well as advertiser, 4 lines will be in- 
serted under this head once f once for one dollar. 


NEW IDEA! Very novel and original. Will 
A make $900 or more per poop Ap 


jem Full particulars 2% cont its. Ni take. 
e' ‘or % cen ‘o fake. 
Rast, to our P. M. FRED TILLING- 
HAST, Arcade, Seranton,? 





ADVERTISEMENT \T CONSTR UCTORS. 
J ONES. 


[D=£¥, wo Nassau St. 

66 4 SK LEWIS ABOUT IT.” 

oJ ONES, 101 World Bldg., N. Y. 

LLEW!S makes medical ads pay. 

oJ ONES, see advertisement following. 

[EWS address is PENN MUTUAL BLD., Phila. 


CLARENCE F. CHATFIELD, 179 Front St., 
Owego, Tioga Co., N. Y. 


PRINTERS’ INK. 
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_ ZINGG, Farmington, Maine. Writ- 
and printing for adv r advertisers. 


44g 2 eave, Advertisers, 623 & 
624 Temple Court, New ¥ New York. Write. 

I. a Led ge HEIMER, | litan Ideas 

rd Bidg., Pa. 


A. (. WHEATLEY effective adve: 
JF rn St., Chicago. New York wines, 
14 Fifth Ave. 


r “8s outy waiter of “of exclusively medica! and 


ertisi: Advice or sam free. 
ULYSSES 6. M MAN ‘ANNING, South Bend, 


DWRITING and Pictorial Window Posters for 
BURNS, the Druggist, Bernat ‘Pornardeviie, < © yo 
Nes "on yu pot does your War JOniSs- 
TON, Mee Printers’ ink in Hees i ma pss oo 
GED your name on a sma 


ager Printe 1, Pint eae ONTO Y: Ma 


aici agraphe'from life for ad- 

tor ad- 
vertisers. sw te R. L. CURKAN, 150 Nassau St., 
ow 


Ts — ret lai or stamps 


of 
Hk [P your pasinees mea mtd 
Write. F. G. 


qemu gonceras — 
25 sulta wil be seat on recelDe Gisrarer 


WM HY. BEABLE. Tret ‘Treton, N 


;IFTY cents, silver or mo 
Fan ponte 4 =a vopticiane 


printed 
on T its will by Ria, Haine 
jewelers. on oon fine sam 
Foot service to 
6.5 ZINGO 


W tot edwriting tor their desiring 

ree ‘or their 
7 ox or twelve months. 
every acce customer. 
ington, ye 


schemes. Must ay BP eebe 1a 
Chicago. Noe or fiw LoTus PR 140 


| a DRUGGISTS—100 ads for $1.0, p—— by 


adv jeina drug S as it 
should be. Perforated ahaa so 
onAY bet ag | of yr Boe sr ioesetin 


Gcuomrren Old Style, a " Kate Grossman’ 
tine get yo Laclede, 


an 


'tebican' TYPE, Fou Fouts: 


J. ZINGG, Farmington, 


aca lacing of advertising co: 
first in preparing ory. Coy hat 
the 


says what ; 
embellishing the same with a 


Second in 
catch the eye 
re if one can be determined on that will tell 
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G OOD. advertising is good salesmanship. Con- 
3 tact with the er gives the buyer's view 
int. Adverti mnecting link be- 


een advertiser and buyer. Hy. Ws business 
owes ros ite en need @ personali' ah investi- 


te, study, co: 
th the individualit We advertise » busi 
We were success- 
vertisi 


pose x4 4 L, 
ore — ye 
ht methods; right mediums; right matter. 
Righ WHITMAN CO., 37 Nassau S8t., 


OHNSTON attends to the whole business— 
writing, designing and printing, I believelI 

can get u vertisement or booklet or circu- 
lar as well calculated to sell goods oe person 


r 
It is all done under my pe 
on. I am always on —_ myself. No 
matter what you may want, write me about it. 
ay your name on a smali sstal for a copy of 
large STON, Manager 
Printers I 


HN! 
Press, 10 Spruce St., N. ¥. City. 
M R. CHARLES'AUSTIN BA’ 
Venderbilt ibe Si ul ster York City: 
Desr Be 4 favor of the t., quoting us 
additional has ey You may 
print A additional cards sod ship them to us at 
may ship then by Adams Express. 
merease. our order on the re ng ca rds to 
5,000 of each ee on the most favorable terms 
you can grantus. 
We are paz much pleased with the three cards 
ived and feel confident that they 
Fin bringing us some peenees. We like 
ee ~~ 4 pak artist has sacceeded in illustrating 


ne ou would submit us proofs of cards w 
migh panty make su; tions that would help 
ou. ‘owever, we would make no alterations 
n the three we have ore received, as wethink 
so. not be improved u 
system, if any, do you advise in follow- 
ing up inquiries rece.ved ? Yours t truly, 


Wwe WDWD WD WD WD WD WD WD WDWD 
D WD WD WD WD WD WD WD WD WD wD 


IF YOU WANT TO MAKE YOUR 
ADVERTISING PAY BETTER D 

I want to hel you. i And | will do it 
at a price that you will be willing to 


Pay method of working is to con- 
sider the business of each concern 
that comes to me orndverticag and oy 
itself, and prepare its adve: 

in the 


actly to t. 
sing matter 
D precise shape that I believe will be WD 


most profitable to that particular con- 
cern. 


adm other advertisement writer aims 
rtising matter more carefully 

than Ido; and | don’t believe any 
yan 4 writer succeeds oftener in mak- 





know that my work is successful 
because my clients tell me that it pro- 


WD duces ts. 

WD “You a que advertising for 
other peopl ‘ou do for your- 
self,” oritre one >} ie most succe:s- WD 
WD ful advertisers in the world. 

But I find that advertising for 
my clients is ¢ advertising for me. 
It use it s ye 

he experience of most su 
ful advertisers shows ‘that carefully wD 
peganed @  weteees is best because 


iG 
Fi on best for small advertisers as 
wellas large ones ; and it is not neces- 
sarily expensive. D 
Advertisers in a small way can af- 
ford to hire my services, and their 
work will have personal, consci- WD 
entious care an: tion. 
I plan, write, illustrate and gates 
every form of adve 
well as it can be done aay rnees - the 
world, and at as low a price as it can 
= done by any one who will do it 
rly. | will ive a price on any 


vor as soon as I know what it is. 


WOLSTAN DIXEY wD 
150 Nassau St., New York. 


WD WD WD WD WD WD WD 
wD 


3 
WD WD WD WD 
WD WD WD WD WD WD WD WD WD WD 





PRINTERS’ INK. 


‘|.HE Largest and Finest Retail Grocery Fstab- 
wee - yy % 


& Co. 
Retailers of Fine Groceries, Wines, 
6&7) kh St. West, 6&8 Melinda 
486 & 468 468 Spadina A 


TORO: NTO, March ‘ 2, 1898, 
Mr. Charles Austin Bates, Vanderbilt erdilt Bldg, : 
Dear Sir— ae thanks for us in 
connection with Mitchell Fletcher’s her's publication, 
Iam am peat yl with your criticism of our Price 
Lists. Chiefl aged because you have pointed 


out faults, - 4 of which I had not previously 
seen, oithonen I now pumnette with your finding. 


you, | am, yours sSruly, 
icHIE & Co, 


()222989988998898000000000000 


HARLES F. JONES’ 
oteumn and ability as an advertise- 
— writer have made him justly fa- 
apisest Evening Journal, June 


vertisements are civrers 


well a =o Than eet dis 
Saver ‘divs ir dis- 
y lines aH. Noval be 


pe right words in just thomene 
Fann are novel and seming 

comer s. soon 01 
Goods Oh N. ¥., 


ee 


Tis 
eS 
a 
a 


* pe oy PLA 
am , Darton! stro 
comes to planning - a. or 
vertising. I furnish, when desired,a OC 
complete plan for a snccesstul adver- 
tising campaign for any kind of a busi- 


1 originate a style, when desired, for 
any particular business in any particu- OO 
lar kind of advertising ing medium. 

I often do this, not only for the own- 
ers of a vastness, but for agents repre- 
sen various mediums, who want to 
suggest to their clients waysand means 
for ery a ng their s With 
each plan I also specimen 
advertisements showing the best style 
S announcement for use under the cir- 


'LANS. 
when it 
lesof ad- OO 


anh Reet 


88888 


"prices fo ‘or planning can only be t- 
ed when I khow the facts of t he Sass. 00 


I pave experience | in almost every 
branch of the mercantile 
world. For two rare swe nogra- 
er and correspondent for a = 
nent Fultroad, and later for etn 
manufacturer. 
yeme* — 
ager for two 
for myself For th 
‘or Fe bm ‘or the past seven and a 
ager fo vey Ly have been advertising man- 

‘or the 


and most 
—» —t success- OO 


ILLUSTRATING. 

I also make a business of illustrating 

Saevens booklets as well as adver- 
en 

I make a business of designing for 
local and general advertiscrs cttractive 
name cuts for their announcements. I 
also 0 catch 


pee 


> 
~ 


00 
0o 
advertising. Ican only quote 00 
this kind of work after: Eno ng what OO 
the businessis and getting some infor- OO 
mation as to what you desire me todo. OO 
00 


0000000000 000000 00000000000000 
= aaaaatatn a eal cate tata 


00 
CHAS. F. JONES, 


“TSHBEAS. MENPRAITE 


$0 

00 
00 

Suite 101. World 7 oe 0G 
ew York, U. 

Wette & cnet tap tote books. 00 


oo 
0000000000000000 00000000000000 
00000000000000 0000000000000000 














ADVERTISING MEDIA. 
Woman's WORK, Athens, Ga., 4 lines $1. 


ywousz *S WORK, 50,000 proven, 25 cts. a line. 


Worn woee, Athans, Ga., 2% cts. a line 
for 50,000 prove: 

MERICAN HOM, Spewviie Tenn.; lyr. $1, 
A including 40-wo' 
sd od DRALERe “MAGAZINE. 

py free. 271 Broadway, New York. 

A O. U. W. RECORD, Denver, Col., over 10,000 
. proved pea aly Write for terms. 


WORDS, 5 times, 25 cents. ENTERPRISE, 
40) Brockton, Mass. Circulation «xceeds 6 6,000. 

DVERT!SERS’ GUIDE, New Market, N. J. 7c. 
A line, Cire’n 3,500. Close 24th. Sample free. 


\ JHEELING NEWS is credited with a greater 
circulation than any other West Va. daily. 


NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 


PAPERS, 240,000 homes, Gonft du ieate circu- 
lation, low advertising te to THE 
RELIGIOUS PRESS ASSOCIATION, Phila. Pa. 


£ ing REACH Oregon, Washington and Idaho 
Fake i farmers; the WEBFOOT PLANTER, 
Portland, Ore. Ore.. 5,00 copies montbly guaranteed. 











Write for rates. 


I EPUBLIC. JOURNAL, Littleton, N. H.; 

est circulation and best paper in State nort 
of Concord; 2 ranteed ; rates low, but 
firm ; service the best. 


[se Rochester, N. H., COURIER, warty, Sues 
la circulation of any nm a manu- 
facturing city having a popuintio on ‘of 7,396. A 

good country paper ab a grea at a great trade center. 
T25 TIMES-UNION, —< t Albany. a. Y., stands = 

the front rank ai the ‘very best new: 

oe ‘wine —_ of 
ng and ifty 





it. re country. eh 

rade onle ns slp no ‘ad 
is un an adver- 
tising Rt JOHN H. FARRELL. « editor and 
propri 

A™ pour qovene effective of the advertising ~~ 

because it is placed in 

pape ane ive no oust than one- 

Pienth of the os that ‘ht be had by Placing 

the same advertis in other at it = 

in the 


onden 

HOWELL ADVERTISING 00. 10 apne se Po. , 
300, 000 COPIES guar guarantees circulation 
of the a= Hebrated Lippman’s Al- 
Memo: alf page in 
both, $ $150. This is the pent ~~ B- ~ you can 
fe as it goes direct into families. Only a lim- 
ed amount of advertising taken, as by use the 
tw Ay our P. P. P. and Shey peve 

made our P. P. P. 
Alabama and. come 


a big seller in Geo: 
roiina. LIP! MAN 
ROS., Lippman’s Bloc , Ga. 





PRINTERS’ INK. 
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THE NEW YORK MUSICAL ECHO 
is the prettiest musica] publication in the 
full size sheet music of the 


—eerremeutel anne the day. 
Italso contains eight 
- and eh, ce, Bend cents J 
or send twenty cents and 
seven' — rare and sixteen pa he ms 
tiding medina forthe weaag, it has © guaran: 
@ guaran- 
teed ay monthly cireulation of | of .— copies. - 

Add uthern B ork Musical 
Echoo.1 , 163,165 ana 169 CongressSt.,Savannah,Ga. 
ee 
FOR SALE. 


4 lines, 50, ven. WOMAN'S 
$1 Wor WORK, Athens,Ga. Ga. whey 
Cus SEMI-MONTHLY PAPER, with job 


/ Office, cheap ; or will sell paper separate ; pa- 
od can be’ published profit y in any New York 


tatetown. A good money le paper Ser 
an energetic publisher. A. nang wide De 
A REPUBLICAN Sai; a i 
ee establishmen: within ty two ro hours ide 
ew York, blished S en one 
ndid chance for a person with 


a capital to to VO. 8.” care the P pewenaper badt- 


EYREYTEING for the pri printer ; complete out- 
the best, at figures no higher asked 
elsewhere for the second Our type leads in 


le and desi is used by all the leading pub- 
Ticath cations. No other will casters 


at h 
penrost ross CAN TYPE 
FO CRS’ Branchesin Boston, New York, 
Philadelphia, Baltimore, rg, Buffalo, 
Cleveland, Cinei innetl Chik Milwaukee, St. 
= Minnes ——t ity. Denver, San 
Jand (Ore. 1% i Ore.), Dallas, A Atlanta. 


N®x NEwSPAr tad i Sooke two ba IN THE UNITED 


‘o hund: pages, con- 
ietananen — + six thousand news- 
pers, being 


that, are credited by the Amer- 
can Newspape! ry (Decem! 


— , y- for 
897) with beving regular issues 0! yb 4 
anne 


having more than }, m, This book 
(issued December 15, 1897) will 
paid, to -, address, on 
Address T E GEO. P. P. ROW SOVERTISING 
CO., 10 Spruce St., New York. 
PRINTERS. 

oR ow kind for ev r every purpose. CHl- 

’ GO PH ENGRAVING CO., 79-81 Fifth: 
Ave. bos pt 


DF: RTMENT of Profitable Fae of ‘ 
Conkey Co., - A. WHEATLEY, De 

rector, 341-851 Dearborn Si -» Chicago. 

M ONS. PRINTER : =j you ever see a really 
first-class job that was not set in our ' 

Which are your favoritestylest We make 

type pS Pee poor = les the —* work. 


wi) msable to r success. 
AMERICAN TYPE UNDERS ¢ oO "Branches 
convenient to you all over the con! 








that my prices are high. 





My Prices. 


The prices are simply righ. 
too high nor too low. I make the price fit the work. 
ter what you need in advertising, I can give you 
you ought to have at the price you ought to pay.” 


CHARLES AUSTIN BATES, Vanderbilt Building, N.Y. 


Too many people have the idea 
Neither 
No mat- 
“*the service 


Desh bsbsbard 
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How is it with you? 


An occasional publisher refrains from 
advertising in PRINTERS’ INK because he 
does not wish to be compelled to advertise in 
all the other advertising journals. 































An occasional publisher, when he adver- 
tises in PRINTERS’ INK, immediately proceeds 
to advertise in all the other advertising 
journals. 





The first sort think because they buy. 
cream they must also take the skim milk 
and rinsings. 





The second sort think because the cream 
is so rich and nourishing the settlings may 
be full of gold dust and nuggets. 





The wise publisher advertises in PRINTERS’ 
Ink because he wants to without thinking 
that any act of his will give any other person 
a right to run his business. 





The publisher who is not capable of con- 
ducting his own business on his own judgment 
is outclassed when he puts his announcement 
in PRINTERS’ INK where it appears by the side 
of those of men really eminent and represent- 
ing really great papers. 





Timid and incompetent publishers should 
keep out of PRINTERS’ INK. 
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MISUNDERSTOOD. 


THE OFFER. 

For twenty-five dollars we will print seventy-five words, or 
ten agate lines, in two million copies (2,000,000) of conspicu- 
ous American Newspapers and complete the work within eight 
days. This is at the rate of only one-eighth of a cent a line 
for 1,000 circulation. The advertisement will appear in but 
a single issue of any paper. It will be placed before two mill- 
ion different newspaper buyers—or fen million readers, if, as is 
sometimes stated, every newspaper is looked at on an aver- 
age by five persons. Address, with check, The Geo. P. Rowell 
Advertising Co., 10 Spruce St., New York. 


THE RESPONSE. 
New Haven, Conn., March 3, 1898. 
The Geo. P. Rowell Adv. Co., New York City: 

GENTLEMEN—We have your circular in which you state 
that you will place a ten-line, seventy-five word ad in two million 
copies of American newspapers, the ad to appear but once in 
each paper. 

We can not understand how it would be possibie for you 
to fulfill this offer, at the price mentioned, $25, and would like 
to hear from you on the following points: First, we don’t think 
there are two million newspapers in the United States, ana, 
second, it would cost you for postage on the letters you would 
probably be obliged to send out in arranging for these ads at 
least $20,000, allowing only one-cent postage for each newspaper. 

We think there must be some catch in your offer somewhere. 
Yours respectfully, J. C. Husrncer Bros, & Co. 


THE EXPLANATION. 
New York, March 4, 1898. 
Messrs. J. C. Hubinger Bros. & Co., New Haven, Conn. : 
GENTLEMEN—Replying to yours of March 3d: The two 
million issues list is made up of leading papers. The Boston, 
Mass., Globe, the Philadelphia Record and the Chicago, IIL, 
News, are three of them. The remainder are of the same sort. 
There is no catch as you infer—the announcement means. 
just what it says—z2,000,000 copies. Very respectfully, 
(Signed) THE Geo. P. RowELL ADVERTISING Co. 


SOME REMARKS. 
To the majority of advertisers one paper is as good as 
another. About seven-eighths of the advertising done fails to 
be effective because it is placed in papers and at rates that give 
no more than one-eighth of the value that might be had by 
placing the same advertising in other papers. Correspondence 
solicited. Address THe Gero. P. ROWELL ADVERTISING Co., 
10 Spruce Street, New York. 
EWSPAPER ADVERTISING IN THE UNITED STATES. A book of two hundred 1 pages, 
containing a catalogue of about six thousand newspapers, bein; C. —_ are Cc! ted 

by the American Newspaper Diveaters (Sessmnies edition for 1897) 
sues of 1,000 copies or more. Also se; te State maps of each aon state the Amer- 
ican Union, naming those towns only in which there are issued newspapers having more 


ng 
than 1,000 circulation. This book (issued December 15, 1897) will. be sent, postage paid, to 
any address, on receipt of one dollar. 
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Why is Street Car 
Advertising so 
Profitable to those 


who use it? 














Many Reasons, 


Here are a few 
Important ones: 


It is forced upon the atten- 
tion of the very people you are 
after--people who buy goods. 

It can be made wonderfully 
attractive because colors can 


be used. 








GEO. KISSAM & CO., 
EEIES SES ss swSsssas 
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eee eccoicenaa aaa cteretretcrct 


Brilliant illustrations, novel 
effects all contribute to this. 

The size of each advertise- 
ment is plenty large enough to 
give room for display. 

It is one of the cheapest 
forms of advertising known 
because an immense number 
of buyers can be reached at 


very little cost. 


There are many other good rea- 
sons wed like to explain to you. 
If you want full information regard- 
ing this very profitable and inexpen- 
sive form of advertising, let us send 
you the particulars. 





253 BROADWAY, N.Y. 
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eaduvawauval 
Which One °? 


1st—That the medium (newspaper) is what it claims to bein 
2d—lIf it has any influence or prestige where it circulates 
3d—If it has uniform rates giving all advertisers an equal g 


Now, to those advertisers who want to reach the trade 


The Atlan 


aily and Weekly—does 


1st—The American Newspaper Directory rates its circulation 
one, viz.: The Washington Star. No paper in the follo 
Virginia, West Virginia, North Carolina, South Carol 
Texas, Arkansas, Tennessee, Kentucky. The ave 


Daily, 22,179; 
The Daily Circulatit 


2d—As to its influence: During the eleven years under its 
made in Georgia, save one. The merchants of Atlan 
The druggists will not want to sell goods unless they 
Houses of Atlanta says of it : 


Mr. H. H. CABANISS, Business Manager, 
Journal, Atlanta, Ga. 

Dear Sir—We take pr in indorsing the 
consider it the best in Atlanta and prefer to sell 
to advertise our retail business to the extent of k 
we use in advertising, either singly or combin 


3d—Tue ATLANTA JourNaLt has not changed its rate card forte 
first place in thirteen Southern States. [Its advertising 


For specimen copy, advertising rates 
or other information, apply to or THE S. C. BECKWITHE 


moa aanaadanaia 
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ilation. 
mong its home people. Is it a “leader” in its section? . 


emthe South, we offer 


mabove any daily.newspaper south of Baltimore except 
States equals THE ATLANTA JOURNAL in circulation : 


eekly, 16,280 


now over 25,000. 


Atlanta, Ga., Feb. 2, 1897. 


ita Journal"’ as an advertising medium. We 


are advertisedin it. We use the ‘ Journal "’ 
riodicals 


year, and consider it superior to all 
Yours truly, JACOBS PHARMACY CO. 
uals, notwithstanding its growth of circulation to the 


ings are reasonable and they are uniform. 


JURNAL, Atlanta, Ga., 
AGENCY, Tribune Building, N. Y., The Rookery, Chicago. 
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A JOURNAL FOR ADVERTISERS. 


issued every Wednesday. Ten centsa co’ 
olccipien ries, Svedalantecpenr, in wouee. 


Six dollars a bundred. No _ numbers. 
For ten dollars, paid in advance, a receipt 
will be given, covering a paid subscription from 


date to cae ist, 1901) the end of the ) contury. 
rinted from plates, it ways pos- 
sible to ay a new edition of five hundred cop- 
ralarger number at the same rate. 
(a Publishers desiring to subscribe for PRint- 
rons may, on 

or ony obtain special con: dential terms. 
tr If any person who has not paid for it is re- 
ceiving Prints? INK it is because some one has 





subscribed in name. Every paper rT is stopped 

at the expiration of the time pai 
ADVERTISING RATES : 

Classified aavertompents 2% cents a line: six 
words to the line ; a aay 3 — 50 cents 
a line; 15 lines to the inc a page Special 
position twen! five 5 per cent oiadit if — 

; discount, five per cent it for cash wah oot 


Oscar HerzBerc, Managing Editor. 
Peter Douay, Manage r of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon AGENT, F. W. rg 50-52 Ludgate 


ill, E. 








NEW YORK, MARCH 16, 1808. 








ALL the rules in the world can not 
bring success to an advertiser who lacks 
energy and push. 


THE New York Book Slate Co., of 
68 Church street, New York, have a 
novelty. It is a business card made 
of silicate ivorine, the reverse side of 
the card being a perfect white slate, on 
which you can write memoranda, 
which you can erase with a moistened 
cloth after they have outlived their 
usefulness. The argument is that the 
cards will thus be kept instead of 
being thrown away. ‘They are sup- 
plied, printed, at $7 a thousand. 





THE advertiser does not in all prob- 
ability like a ‘‘yellow journal.” Its 
inventions and sensations may strike 
him as crudeand ridiculous. He may 
in his inmost soul wonder why and 
how people can be attracted and held 
by ‘‘that sort of thing.” But if he is 
a wise advertiser, he will intuitively 
recognize that such journals make a 
potent appeal to a large and probably 
increasing proportion of our popula- 
tion and to the very classes who are 
most responsive to the allurements of 
advertisement ; in other words, to the 
masses. It is to these that a saving of 
a few cents ora few dollars appeals ; it 
is from these that the patent medicine 
manufacturer gets his best returns. 
And the ‘‘ yellow journal ” reaches and 
appeals to them, however much it may 
tend to nauseate the more refined taste 
of the advertiser himself. 
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PEOPLE who really know anything 
about advertising are very chary about 
criticising other people’s efforts, 


MAKE your advertisement so clear 
that it can be understood without effort, 
end it with your strongest point, and 
then stop. 





In Montana the principal newspa- 
per is the Anaconda Standard, Only 
20 percent of the circulation of the 
Standard is in Anaconda, 50 per cent 
is in Butte only 25 miles away, and 30 
per cent is scattering. ‘Ihe sale of 
the Anaconda Standard in Butte is 
larger than the combined circulation 
of all the other newspapers printed in 
that city. 





PATEK & RANDALL, 411-415 Pearl 
Street, New York, offer to advertisers 
and others a series of fancy initials, 
ninety-nine in number. They come in 
the form of mounted electros, and cost 
twenty-five cents each, or twenty cents 
each in lots of twenty and eighteen cents 
in lots of fifty. The entire ‘‘ service”’ is 
sold for fifteen dollars. While prob- 
ably intended more for newspapers 
and magazines than for advertisers, 
the latter will probably find them use- 
ful now and then. 


A UNIQUE journal which is an- 
nounced to see the light during the 
month of March will be called the 
Newspaper Magazine and will be de- 
voted almost entirely to the publica- 
tion of the best things that are appear- 
ing in contemporaneous newspapers. 
‘*Hardly a day goes by,’’ says the 
prospectus, ‘‘that some newspaper 
writer in some part of this country 
does not furnish an article that finds 
no further light or permanency beyond 
the modest columns of the local jour- 
nal. The Newspaper Magazine will be 
an attempt to corral the best thoughts 
of writers on miscellaneous subjects 
that are not found in the monthly 
periodicals. It will be a precious 
scrap-book for universal circulation.’ 


A CATALOGUE of advertising novel- 
ties which the Whitehead & Hoag 
Company of Newark, N. J., has just 
issued is interesting as indicating the 
ingenuity that is now expended in 
getting up articles to be distributed for 
advertising purposes. The company’s 


specialty is novelties made of celluloid; 
and among the articles of this material 
listed are book marks at $35 per 1,000, 














twelve-inch folding rules at $40 a 
1,000, glove buttoners at $15 per 1,000, 
“diminishing mirrors” at $55 per 
},0c0, book marks and paper cutters at 
$40 per 1,000, pocket calendars at $45 
per 1,000, rubber erasers with celluloid 
band containing advertisement at $120 
per 1,000, memorandum tablets at $24 
per I,000, memorandum books (cellu- 
loid cover) at $110 per 1,000, age 
telling fans at $60 per 1,000, tape 
measures at $150 per 1,000, corkscrew 
with advertisement at $15 per 1,000, 
scarfholder at $15 per 1,coo, bicycle 
trouser guards at $37 per i,000 pair, 
penholders at $40 per 1,000, key rings 
at $15 per 1,000 and watch charms at 
$20 per 1,000. The effort to incor- 
porate the advertisement into an arti- 
cle which will be retained for its in- 
trinsic usefulness, seems in these cases 


to have been eminently successful. 


THERE is alittle controversy between 
the Ohio Farmer of Cleveland and the 
National Stockman of Pit'sburg con- 
cerning the comparative cheapness or 
dearness of their advertising rates. 
Tne Farmer, in its issue of February 
24th, offers to wager the Stockman 
that its regular rate for advertising is 
lower in proportion to ‘‘ proved paid 
circulation” than the Stockman’s rate 
is, and then Mr. Lawrence of the 
Farmer adds, in that frank and cheer- 
ful way for which he is noted: 

‘NOW, PUT OR SHUT UP.” 

When the attention of the editor 
of the American Newspaper Directory 
was directed to this challenge, he said 
he hoped something would come of 
it. For his part, he had never been 
able to learn that eitner of the papers 
had any circulation, proved, paid or 
otherwise. His attempts to gather 
information have often been productive 
of sharp letters, but never of very 
much knowledge on the subject about 
which he was inquiring. 


> 
J. M. BOYLE ON ENGLISH ADVERTISING. 


I don’t go 1nto the smalltowns. Thereare 
small towns that are five miles apart and I 
find that the big papers get into small towns. 


The big papers are farmed out. For in- 
stance, the London 7¥mes. Generally ten 
people pay to read it and it is handed around 
from one to another. 


Lloyd's Weekly gives advertisers 600,000 
circulation at twenty-five cents a line ; that 
is one-twenty-fourth of a cent a line for each 
thousand circulation, and in a weekly paper. 
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MY DEAR! IT IS TOO DEAR!! 


The Geo. P. Rowell Advertising Co.: 

GENTLEMEN—I should be peend if you 
would kindly consider my cook book for ads 
from your agency (size 74x10, 2,500 copies) 
that I am about to publish and distribute free 
as an advertising medium. It will be dis- 
tributed in Augusta, Hallowell, Gardiner, 
South Gardiner. Prices for advertising space: 
$2-s0 one-quarter page, $4.50 one-half and 

7.50 one whole page ads. Must be in on or 
before March ro. Hoping to be favored I 
am yours pares 

Licuian Lesiiz Jonnson Tower. 

GARDINER, Maine, March 1, 1898. 

Should you regard the offer favorably I 
can endeubentivaies you some special prices. 
For reference apply to A. A. Fowle, Man’g 
Editor Boston G.ode, or Gardiner Reforter- 
Journal, ; i 

For a page advertisement in twenty- 
five hundred copies of a cook book 
$7.50 doubtless seems a reasonable 
~ but $2.50 for the service would 

dear, and sixty-two and one half 
cents for the service is more than most 
successful general advertisers would 
be willing to pay. It is the careless, 
ignorant or loose manner in which ad- 
vertisers allow themselves to accept 
propositions of this sort that causes 
the amateur advertiser, as a general 
ruie, to conclude that advertising does 


not pay. 
SCRANTON. 


“Tur Scranton TimeEs,” 
E. J. Lynetr, Editor and Proprietor. 

Scranton, Pa., March 4, 1898. 
Editor of Printers’ INK: 

Dear Sir—Some weeks since I wrote you 
in reference to your special list of papers for 
New York, Pennsylvania and New Jersey, 
protesting against your naming of the Scran- 
ton 7) uth as the best advertising medium 
for Scranton and giving reasuns why the 
Scranton Zimes should have the place of 
honor for this city. I have heard nothing 
from you in reply If I have failed to con- 
vince you of the justice of my protest, will 
you kindly tell me wherein I was weak or 
suggest to me any additional proof, in my 
power, which would tend to convince you? 
I am anxious that you should be set right on 
this matter, so that the error against which I 
protest may not be repeated. 

Very respectfully yours, 
E J. Lynerrt. 

It is a fact that the Scranton 7imes 
is the only daily published in that city 
for which the editor of the American 
Newspaper Directory was able to get a 
circulation report showing its actual 
average issues for the year 1897. The 
average output of the Zimes for 1897 
was 8,802 copies. It is an interesting 
fact, shown by reports received from a 
large number of honest and prosperous 
publishers, that nearly all of even the 
most successful papers failed in 1897 
to keep their circulation quite up to 
the high-water mark reached in 1896. 
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JACK RABBIT JOURNALISTS, 


The People’s Era, published at San 
Marcos, Texas, reprints in its issue of 
February 24th the following specimen 
of Texan understanding: 

GEO. P. ROWELL VS. THE WEEKLIES. 


SCHULENBERG STICKER, 


The attention of those of our weekly news- 
paper brethren who are disposed to argue 
with Geo. P. Rowell anent his late declara- 
tion that the weekly paper is of no benefit to 
general advertisers, is called to one little 

aragraph sandwiched into four pages of 
‘Rules for Revision,’ published January 5 
in Printers’ Ink, the fake side show of the 
American Newspaper Directory. It reads 


thus: 

“ Publications that do not insert advertise- 
ments are so indicated and have no circula- 
tion rating.” 

That tells the whole story. If you give up 

oper annum (his minimum charge for an 
ad) you can get a fair deal in the Directory, 
which claims to give the exact status of every 
newspaper published in America ; otherwise 
you are “not in it.”” We might pay the 
price, but we will not yield up our hard- 
earned dollars when they are demanded in 
that stand-and-deliver style. 

The facts are that Mr. George P. Rowell 
has squeezed the weekly lemondry. He has 
bigger game—the great dailies—and he is at- 
tempting to force the general advertiser out 
of the weeklies into the big dailies, because 
they are now his chief patrons. The general 
advertisers are pretty shrewd business men, 
and will not be long in “ getting next ’’ to 
his little bunco game. 

This isa time for the weekly news- 
aper to make a combined and vigorous ef- 
ort to thwart the infamous schemes of this 

modern Dick Turpin. As for the Sticker, it 
will employ its little J K L for all it is worth 
in that direction. 

Perhaps the Texas Jack-7déits will 
fail to see any occasion for wincing 
when they read the following explana- 
tion, which is reprinted from time to 
time in these pages by special contract 
with the American Newspaper Di- 
rectory people, just to pacify other 
jacka-raddits like these from the 
Lone Star State. The woods are full 
of them, and they are all over the 
country. 

There is a certain class of newspapers that 
take great pleasure in teaching themselves to 
believe that the American Newspaper Direct- 
ory is a scheme for blackmailing newspaper 
publishers, and one of the points that most 
of them seize upon is the rule laid down for 
the guidance of the editor of the Directory 
which reads as follows: ‘* Publications that 
do not insert advertisements are so indicated 
and have no circulation rating.” 

“Are we to untlerstand from the para- 
graph in your circular which we have 
marked,” writes the SaginaW (Mich.) Zven- 
ing News,“ that you do not rate a _newspa- 
per in your newspaper annual unless that 
paper carries an advertisement in the 
columns of the annual?’’ Of course if the 
Saginaw Evening News ever lcoked at the 
Directory it would not need to ask this ques- 


tion. 
The editor of the Directory desires to ex- 


plain, not once for all, but simply once, and 
expects to do it again next week, next 
month, next year and so on to the end of 
time. What he desires to explain is that the 
paragraph that attracts such unfavorable at- 
tention simply means what it says, namely 
that publications that do not insert adver. 
tisements in their own columns are so indi- 
cated in the American Newspaper Directory, 
and to such no circulation rating is accorded, 
because the pay does not receive adver- 
tisements, and on that account its circula- 
tion, whether large or small, is of no interest 
to advertisers. 


++ —___—_ 
ADVERTISING FAIRY TALES. 

There is aclass of small publications seldom 
seen in the cities that thrive on. the limited 
literary appetites of farming communities 
and on the patronage of a shady class of ad- 
vertisers. Some of the advertisements are 
such transparent humbugs that nobody 
would be deceived by them except the man 
to whom you could sell a gold brick, but it 
spews that gold bricks are still salable. 

here are concerns that offer gold watches 
for $2.50; that will sell diamond rings “to 
introduce the goods,” for $5; that have sub- 
stitutes for diamonds, plated with real carbon 
and warranted to resist abrasion, which will 
be sold for 75 cents a karat ; that will givea 


aplenty printed set of Dickens for 3,00 5 A 
t 


at will send you a whole green house full o 
palms for a dollar; that will supply you 
with a silver soup tureen for $2, and so on, 
The man who wears his brains in the place 
intended for them will see that a watch can 
not and will not be sold for $2.50 if it costs 
at least $25 ; that diamonds are not diamonds 
when they sell for 75 cents a karat; that you 
can not coat lead altos with carbon to make 
it look or wear like a diamond ; that the set 
of Dickens will be a shabby little batch of 
books with paper covers, fine print, wretched 
wood pulp paper and warped backs ; that the 
collection of palms you will get for a dollar 
will consist of specimens as tall as April 
grass, and that it will take fifteen years for 
them to get anything like a growth in your 
windows ; that the soup tureen is of pewter 
or of white metal, and so with everything 
that promises so absurdly. In the cities 
the merchants say that the deceptions 
are of another sort, and consist most fre- 
quently in the offering of alleged bankrupt 
stocks of clothing, and so forth at a tremen- 
dous sacrifice, there being no sacrifice or bank- 
ruptcy, except in the ad.— Brooklyn Eagle. 

TIT FOR TAT. 

Among the advertisements in a provincial 
paper there recently appeared the following: 

“The gentleman who found a purse with 
money in Burford street, is requested to for- 
ward it to the address of the loser, as he was 
recognized,”’ 

few days afterwards the reply was in- 
serted : 

“The recognized gentleman who picked up 
a purse in Burford street requests the loser 
to call at his house.”"—Pearson's Weekly. 

———- > 
ALWAYS A LITTLE ROOM. 

“Don’t get discouraged, my boy,”’ said the 
apg cet patronizingly. “There will always 

a demand for good literature.”’ 

‘I was afraid the demand for it was dying 
out,” replied the high-browed youth. 

“Not a bit of it; not a bit of it. There 
will never be atime when magazines are so 
crowded with advertisements that they won't 
have space for a few stories and poems and 
things.” —A nswers. 








‘ 





roar 
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4 PACKER’S TAR SOAP AD. 


WHY THE LOUD BILL FAILED. 

The following verified statistics, presented 
in Committee of the Whole by Hon. Lemuel 
E. Quigg, of New York City, from the busi- 
ness of Comfort (the paper selected by the 
‘postal reform’ raiders as their monstrous 
example of deficit from carrying periodicals 
at one cent a pound), give absolute evidence 
that, on the contrary, the second-class busi- 
ness pays, directly and indirectly, a consider- 
able profit to the postal revenue, in spite of 
the preposterous freightage to which the 
Government submits. 

The publisher of Com/ort (1) pays the Gov- 
ernment $2,000 a month in postage on his 
paper (200,000 pounds). (2) He pays $6,000 
a month for letter stamps, in correspondence 
with his patrons. (3) He pays $2,000a month 
more in third and fourth-class postage on 
premium articles mailed to ‘‘ sample ”’ sub- 
scribers. (4) He receives 100,000 letters a 
month, making $2,000 more to the Govern- 
ment in first-class postage. 

(s) Finally, the largest amount of all is the 
incomnputable sum paid on the letter corre- 


spondence and third and fourth-class mail 
matter occasioned by 300 advertisements in 
the paper every month, for which advertisers 
pay by the million of dollars, in order to 
get business which passes largely through 
the mails at a profit to the Government. 

But the definitely traced payments amount 
to $144,000 a year. It is within bounds to 
presume that the Government gets $250,000a 
year, or over ten cents a pound, for carrying 
the 2,490,000 pounds of Comfort under the 
present second-class rate of postage. —Modern 
Medical Science. 

oatiahilliidinp alah 


BAD ADVERTISING. 


Clara—Well, aunt, have your photographs 
come from Mr. Snappeschotte’s ? 

Miss Maydeval (angrily)—Yes, and they 
went back, too, with a note expressing my 
opinion of his impudence. 

* Gracious ! What was it ?” 

“ Why, on the back of ever 
these words: ‘ The original o 
fully preserved.’ ’—7y¥t Bits. 


picture were 
this is care- 
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THE BAILEY ADVERTISING, 


HOW IT HAS BUILT UP A MAGNIFICENT 
BUSINESS IN RUBBER NOVELTIES, 





The largest rubber goods dealers 
in Massachusetts to-day, and one of 
the largest in the country, are C. f. 
Bailey & Co., of Boston. Mr. Bailey 


has no hesitancy in saying that adver- 


‘Half a Bath 


is worse than none. Many who 
selveson their scrupulous cleanliness would 
knew the actual condi-' 
he 


be —— if the 
{tion of their skin. 
body may fair- 
ly shine with 
its soap- 
and-water 
treatment, 
but the 
wastesthe- 
systemen- ° 
deavors to 
expel are clog> 
gedjustbelowthe —_ 
surface and must be 
helped out. 


BAILEY’S 
Rubber 
Bath 
Brush 


Will give you 

a REAL, bath. 

It is so made 
that its effects 
are felt BELOW 
the surface and 
makes the bath a 
positive health-giv- 
er. Each brush is pro- 
vided with a rubber strap 
on the back and also with 

an adjustable handle (see cut), making ii 
most convenient and practical flesh 
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tising did it. Bailey’s toilet brushes, 
complexion brushes, glove cleaners, 
and a dozen other useful articles of 
this sort, all made of rubber, have won 
recognition in America and through- 
out the world by judicious advertising. 

‘*Will you favor PRINTERS’ INK 
with an idea of your methods of gain- 
ing so wide publicity for your rub- 














brush. 
Use the brush properly and you are sure to 
be CLEAN. After bath, a vigorous rubbing 


C. J. BAILEY & CO., 22 Boylston St., BOSTON, MASS. 
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ber goods ?” was asked of Mr. Bailey 
a few days ayo. 

“It was eight years ago,”’ he began, 
‘‘that our first advertisement made its. 
appearance. It was a small ad in the 
Youth’s Companion, and in order that 
the ad should pay it would he necessary 
to receive something like 500 orders for 
the toilet brush we were then advertis- 


ing. Well, we received over 
1,000 and still they kept 
i 


coming. Then we realized 
we had an article for which 
there would be a demand. 

** We went around to mer- 
chants whom we thought 
could handle these articles 
to advantage. Few believed 
that there would be any salé 
for them. We left them 
some goods, however, and 
then began extending our ad- 
vertising. It took like wild- 
fire ; dealers were forced to 
keep them, and applications 
came in from everywhere for 
agencies. 

‘* Within two years after 
we had started, our rubber 
novelties were taking so well 
that we opened a branch in 
London and began advertis- 
ing in the best publications 
in Europe. We received or- 
ders from every part of the 
9m Two years after we 

ad gone abroad we sold out 
the foreign business ad 
good-will to one of the larg- 
est rubber manufacturing 
concerns in London. So 
you will see we had a good 
article, and by advertising it 
made it pay.”” 

‘* What mediums have you 
found the most profitable?” 

‘* Those of the very high- 


a 








with the dry brush will make you feel new. est class,’ answered Mr. 
Bailey's Rubber Bath Brush, . ° . 1.50 Bailey. ‘* We have used the 
ay, 5 Sensation oh A 3 Ladies’ Home Journal, 
At dealers or by mail on receipt of price. Youth's Companion, Har- 


pers, and, in fact, only the 
best publications of wide 
circulation.” 

‘‘ How did you make your ads pay 
you so handsomely ?” 

Lighting a fresh cigar, Mr Bailey 
replied: ‘‘In the first place we had 
good articles, which were very useful, 
especially to the gentler sex. Then we 
sold them at a reasonable price. Sec- 
ondly, we lived up to allagreements in 
our advertiseinents ; lastly, we tried to 














make our ads attractive, and of suf- 
ficient space to command attention.’’ 

‘You get up your own ads and 
place the business direct, do you not, 
Mr. Bailey ?”’ 

‘‘Yes. From the start I have taken 
care of this work. At first I found it 
a difficult task. I fully realized that 
advertising to catch the reader's atten- 
tion must possess attractiveness of de- 
sign and be pleasingly worded, as well 
as convincing. 
illustrated, and while there has been 
considerable reading matter in them, it 
has been our aim to prepare the mat- 
ter in such a way that it would carry 
the desired impression.” 

‘*How about your daily paper ad- 
vertising ; have you done much in that 
direction?” I suggested. 

‘While I believe in the daily paper 
and its great influence, I am free to 
admit that the magazines and high- 
class weeklies have brought us greater 
returns ; no doubt because they cover 
more territory. 

‘*One phrase we have used very ex- 
tensively is, ‘Everything iu rubber 
goods,’ and every package going out 
of the store has one of our illustrated 
catalogues in it with these words in 
bold type across the top. That is our 
business, rubber goods, and we make 
or handle everything in that line, many 
of our novelties having been invented 
by us and patented. 

‘*Good material has been one of 
our strongholds on customers, and in 
all cases we wish to give entire satis- 
faction, for we have confidence that a 
pleased customer is a salesman for our 
goods. We have no use for freak ad- 
vertising, and have invariably clung 
to the regular publications of value 
and great circulation. We hammer 
away at some specialty until we are 
convinced that it is thoroughly well 
introduced and then we attempt to 
boom something else. 

‘Through this method of advertis- 
ing extensively we have created a wide 
demand for our rubber novelties, and 
dealers everywhere handle them. I 
remember once when we had just start- 
ed I called upon a merchant and left 
him a lot of samples ; when I went to 
see him some time afterward, to de- 
termine how they were taking, he said 
they had all gone—‘ Guesses they had 
been stolen.’ So I considered that if 


they were good enough to steal they 
were good enough to advertise and 
sell.”’ 


GEo. W. BULL. 
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Our ads have been 


JOE HOWARD 


Cy 
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Nar, 


This excellent picture of Joseph 
Howard, Jr., President of the New 
York Press Club, appears in the Fourth 
Estate, and is reproduced here for the 
purpose of giving it the wider circula- 
tion of which its artistic excellence 
makes it so well worthy. 


—_—~+9.—_— 
THE WINE BOOMER. 

Some facts about the champagne business 
in this town which were surprising to the 
men who heard them, were told by an agent 
for one of the best known brands of that 
wine, in a lawyer’s office. “It is a fact,’’ he 
said, ‘that the sale of champagne was satis- 
factory last year, but the expense of dispos- 
ing of this wine was increased so enormous! 
that the margin of profit now is very nak 
For instance, a recent big dinner was given 
in this city at which the guests were the ve 
class of men among whom it was to our ad- 
vantage to push our wines. After several 
conferences, the men in charge of the dinner 
agreed toserve only three brands of cham- 
pagne, if the agents representing them would 
send a check for $1,000 to the association. 
We agreed to the terms, and in behalf of my 
house I sent them a check for my third of the 
| sk ape It was of course an advertisement 
or our wines. How many bottles of my 
wine were sold at that dinner,do you suppose? 
Just 175, and you can figure the profit of them 
yourselves. ew let me tell you another 
point in the business. I have in my office a 
pile of letters a foot high, from men as con- 
spicuous in social life in this city as Chaun- 
cey Depew—don’t understand me as saying 
that there is a letter from him among them, 
because there isn’t-—and each writer asks for 
a bonus of some sort, because he is willing to 
serve our champagne at some dinner he is 
going to give. Of course, it is understood 
that the butler in serving it should mention 
the brand. What is more, I have occasion- 
ally sent acase of champagne in answer to 
such a note, if I thought that the advertise- 
ment would be worth it. So you see all is 
not profit in my business."—W. Y. Sun. 
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ENGLISH ADVERTISING.* 


ADDISON ARCHER INTERVIEWS AN AD- 
VEKTISER WHO SAYS IT PAID HIS 
AMERICAN DEBTS DURING THE DULL 
TIMES—HIS LIST OF ENGLISH PAPERS 
—GREAT OPPORTUNITIES IN SOUTH 
AMERICA, 


Mr. J. M. Boyle, manager of the 
Golden Specific Company of Cincin- 
nati, and proprietor also of a morphine 
cure, has been advertising in America 
and Europe ten or fifteen years. After 
he stated that the best mediums in 
America are the New York Wor/d, 
New York Yournal, Philadelphia Rec- 
ord, Chicago Daily News and Chicago 
Tribune, St. Louis Globe-Democrat, 
San Francisco Examine, Boston Globe, 
etc., I asked: 

‘‘How about your English advertis- 
ing?’’ 

‘During the dull times our adver- 
tising in English papers enabled us to 
run the business on this side. We are 
in all the leading weeklies and dailies 
in Great Britain. I have been study- 
ing advertising over there for ten years, 
and I tell you there’s a lot of money to 
be made out of the English people— 
out of South America, too.”’ 

‘« What’s the list of papers you use ?’’ 

‘*The London Chronicl, News, 
Standard, Echo, Post, Telegraph, and 
the 7elegraph is the best paper in the 
world—the cheapest in the world to 
advertise in. We use also the Birm- 
ingham Post, the Leeds Mercury, the 
Manchester Guardian, Liverpool Mer- 
cury, Cardiff Western Mail, Aberdeen 
Free Press, Glasgow Herald, Edin- 
burgh Scotchman, Cork Constitution, 
Dublin /rish Times, Wellington (New 
Zealand) 7imes, Belfast Vews Letter, 
London Christian World, London 
Lhyd’s Weekly (which has 600,000 
circulation, at twenty-five cents a line. 
What do we pay for papers here?), Lon- 
don Zimes and Echo, London Weekly 
Despatch, the Wellington ail, the 
Leeds Post, Exeter Western Ti imes, 
Bournsmouth Guardian, York Evening 
Press,Mansfield Mail, Wolverhampton 
News, Shields Vews, Shields Gazette, 
Sheffield 7elegraph,St. Helen’s Chron- 
tcl, Sunderland Herald and Post, 
Sunderland Zcho, Preston Post, Ply- 
mouth Mews, Plymouth Mercury, Old- 


* NorE—Advertisers ond others who are inter- 
viewed in the interest o INK are re 








NTERS’ 
quested to take notice Sint the interview is atthe 
expense of 

| RINTERS’ Ly 
the aavertionr for the interview” or for 
lication thereof in PRINTERS’ INK. 


’ InK, and is a favor to 
K, and that eelbiog is to be by 
pub- 
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ham Standard, Oldham Advertiser, 
Portsmouth News, Portsmouth Mail, 
Norwich Press, Nottingham L xpress, 
Nottingham Guardian, Northampton 
Reporter, New Castle Chronicle, Man- 
chester Courier and News, Leeds Mer- 
cury, Leeds News, Leeds Post, Liver- 
pool Courier, Liverpool Mercury, Liy- 
erpool Post, Reynold’s Weekly (andit’sa 
big weekly), Limerick (Ireland) Chron- 
icle, Leicester Mercury, Leicester 
Post, Ipswich Zimes, Huddersfield 
Chronicle, Huddersfield Zxaminer, Hull 
News, Hull Mail, Hanley Sentinel, 
Glasgow 7imes, Glasgow Herald, Glas- 
gow News, Edinburgh Mews, Scotch- 
man Despatch, Grennock Telegraph, 
Dundee Advertiser, Dundee Telegraph, 
Aberdeen Gasette, Journal, Express, 
Free Press.” 
PAYS AND YET IS CHEAP. 

“‘Does your advertising pay in all 
these papers ?’’ 

**Yes, and it doesn’t cost us much 
either—not half what it costs in Amer- 
ican papers. I’ve been over there four 
times, studying up our advertising. I 
went through the country carefully. I 
spent six months in the large towns 
and cities, and six months in London. 
You've got to use all these papers to 
get the business. I don’t go into the 
small towns—there are small towns 
every five miles—I found out the big 
papers getinto the smalltowns. The 
big papers are farmed out. For in- 
stance, the London 7¢mes—ten people 
pay to read it, and it is handed around 
from one to another. Iused the Zimes 
one year, but I found there are other 
= wr that are better for the money. 

he Postis a high-toned paper that 


covers the same ground and is 
cheaper.” 
‘*How about South American adver- 


tising ?” 
A SOUTH AMERICAN KLONDIKE. 

‘*South America is the best country 
in the world if you only know how to ad- 
vertise in it,andIdon’t. If anybody 
would start a Spanish-American adver- 
tising agency, he would make a fort- 
une. You get more for your money 
in South America than any place else 
on earth, Our Montevideo agency 
spent $400 in advertising last year and 
sold $4,000 worth of goods. We are 
advertising in Chili, Panama and 
Georgetown. In Brazil they have a 
different language— Portuguese. I 
don’t know just how to solve the South 
American proposition—I wish I did.” 

‘* How about France ?”’ 














“You can’t get into France or Ger- 
many with patent medicine or into 
Italy. You have to give up the form- 
ula, and that is apt to knock out any- 

‘ ADDISON ARCHER. 


i 
PRESS BUREAUS. 

Few know that whenever a great public or 
political enterprise is inaugurated, the forma- 
tion of a literary bureau is one of the first 
and most important acts of its beneficiaries 
or promoters. Take expositions, for instance. 
No undertaking of this kindis without a 
well organized department of publicity, whose 
business it is to secure the greatest possible 
circulation for all sorts of bulletins and de- 
scriptions. Such announcements are written 
by able newspaper men and sent to the press 
of the country, together with cuts of the 
leading attractions of the proposed exposi- 
tion. Neither pains nor money is spared to 
make the articles instructive and attractive, 
so that the editor receiving them will give 
them spacein his paper. The late Major 
Moses p Handy, who was chief of the de- 

artment of a cv Aaa promotion of the 
World's Columbian Exposition at Chicago, 
probably secured more of this free advertis- 
ing—out of which the newspaper publishers 
of America did not make one cent—than any 
man that ever lived. Moreover, he created a 
system of “ working the press ’’ which has, 
since his time, been used with excellent suc- 
cess. Then there is not one charitable or 
semi-humanitarian enterprise of importance 
which does not employ a man of experience 
to keep its objects before the public, Some 
issue regular daily and weekly bulletins, 
which are sent to editors of papers published 
within their sphere of influence. Still others, 
like the Woman’s Christian Temperance 
Union, and similar societies, mail their an- 
nouncements to all parts of the United States 
and Canada. Inthis way they manage to 
keep their cause constantly before young and 
old, The great railroads also believe in this 
style of advertising. They send out bulle- 
tins relating to improvements in equipment, 
extensions, fast runs and other items in 
which everybody seems to be interested. 
Patriotic societies, in the same” way dissem- 
inate well-written essays on the lives of great 
national leaders, for the purpose of awaken- 
ing the somewhat dormant spirit of ’76 in the 
hearts of adolescent Americans, Everybody 
who has a hobby and every politician who 
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has ap ax to grind run little literary bureaus 
of theirown. All want publicity, and they 
want it without expense. No political organ- 
ization, State or national, is without a press 
department. During national campaigns 
scores of literary men and statisticians are 
employed to prepare newspaper articles for 
every section of thecountry. Editorials are 
supplied to all publishers calling for them, 
and facts and figures can be obtained by mail 
or telegraph. ew issues create new press 
bureaus. The Cuban Junta in New York 
and Key West has a regular department for 
distribution of news unfavorable to the 
Spanish in good running order. A year or 
more ago the Spanish Consul at Philadelphia 
attempted to launch a similar enterprise, 
which failed simply because the American 
public and American press were disinclined 
to “boom” Spanish pretensions in Cuba. 
This experience suggests that departments of 
publicity have always proved a tailure when 
their cause was one that didn’t appeal to 
popular favor. The Hawaiian annexationists 
are among those who have made many friends 
through their press bureau, They have for 
months kept their cause before the American 
people without any great outlay of cash. 
American statesmen who visited the islands 
were interviewed upon their return, and their 
replies, if favorable, went to the newspapers, 
together with enticing views of Hawaiian 
scenery. The results of thissystem of gra- 
tuitous advertising can not be estimated, but 
it is safe to assert that no cause ever before 
the American Congress has been as ably 
handled as this. The advocates of certain 
political policies maintain literary bureaus all 
the time. The Protection Tariff League, for 
instance, circulates its own regular publica- 
tions and supplies articles to editors. The 
free silver people do the same. The chief 
aim and object of all is mainly to keep 
their ideas before the people, to convince 
voters that prosperity will result from the 
adoption of their theories and principles; 
just as the theatrical press agent attempts to 
convince newspaper readers that the particu- 
lar star he represents is the greatest actor or 
actress in the world.—G.W. Weippiert, in A. 
N. Kellogg Syndicate Letter. 





— > 
LOUDER STILL. 
You can shout it from the housetop, 
You can shout it from the steeple, 
But if ts shout it through the press 
’Tis heard by far more people. 
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BUSINESSES INADEQUATELY AD- 
VERTISED. 


NO. X.-—JOB PRINTING. 








‘* The doctor seldom takes his own 
medicine,” is an old European proverb 
that finds plenty of exemplification at 


PRINTING? 


WHAT KIND DO 





YOU WANT? 
Billheads Letter-heads, Envelopes, 
Circulars, Dodgers, Cards, Folders, 
Posters or what ? 


We print everything from a 
card te a newspaper. Print it 
well and quick. Cheap too. 


Estimates free at any time. 
RULE & SLUG, » *7EAM. 


the present time. It is particularly 
applicable to many of the job printers, 
who think or profess to think that every 
business man should put out plenty of 

rinted matter in order to make his 

usiness known. The advertising 
printer is the exception rather than the 
rule. With far more facilities at his 
command than men in other lines of 
business, he seems averse to doing that 
which he counsels and expects others 
to do. Now and again he will put 
out a dodger that costs him practically 
nothing, but when it comes to buying 
space, either in newspapers or else- 
where, he generally fights shy. 

Some printers have told me: ‘‘It 
is not necessary for us to advertise, our 
imprint is at the bottom of every 
dodger, circular or poster that we print 


THERE’S THE DEVIL 
TO PAY 


in our printing office, and we 
want to make him earn it by 
plenty of work. You see we be- 
ieve in giving the devil his due. 
Bring all your printing here and 
you will help us. We will i 
turn help you to the best and 
quickest p aH = he owen 
ric © job is too or to 
vmail fer us. Estimates given free. 


RULE & SLUG, parte: 


PRINTERS. 
for other people. The public can see 
what kind of work we do.” To which 
I have invariably replied: ‘‘ A man 
does not care what you have done or 
can do for others. He wants to know 
just what you can do forhim. Not 
merely how weé/ you can do it, but how 
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quickly and how cheaply. Your im- 
print on the bottom of a poster can not 
and does not answer the last two ques- 
tions, You must state the facts in ad- 
vertisements of your own. You can 
not get business unless you ask for it, 
and you can not ask for it in a quicker 
or better way than by advertising. 
Only those who do ask for it get it.” 
For example, the borough of Brook- 
lyn has a population of nearly one and 
a quarter millions of people, and there 
are probably hundreds of job printers 
doing businessthere. But you can not 
mention the printing business to any 
resident of Brooklyn without he or she 
instantly remembering the name of one 
firm. 1 believe that if you were to ask 
one hundred Brooklynites where you 
could get some printing done, more 
than ninety-five per cent of them 
would answer, ‘‘ at Nolan Bros.”’ 
Why? Because the firm is, and has 
been for many years, a persistent and 
systematic advertiser by every legiti- 





AT YOUR 
SERVICE! 
We would like to print your 
Billheads. 
Letter-hends, 
nvelopes, 
Circulars, 
Dodgers, 
Booklets, 
Catalogues 


Price Lists, 
Posters or 


ards. 

Good work promptly and cheaply done. 
Estimates free. STEAM 

RULE & SLUC, printers. 











mate method. Newspapers, street 
cars, on the ‘‘L” roads, in theater 
and church programmes, by dodgers, 
circulars, booklets, folders, blotters, 
any and every way that would bring 
publicity. Many thousands of dollars 
have been spent in advertising this 
printing establishment, with the result 
that it has a far bigger plant than any 
other job printing office in the town— 
unattached to a newspaper—and it 
turns over more business in one week 
than most of the others do in months. 
The business came because of the 
advertising, and it made the big plant 
not only possible but necessary. Ma- 
chinery facilities and an abundance of 
work made cheap prices. Is it any 
wonder that the firm cut out all its 
competitors, that its name is a house- 
hold word all over the big suburb? 
Printers must advertise just as much 
as other business men, if they wish to 


build up a big trade, As to how they 




















should advertise, the examples here 
given show what might be done in the 
newspapers, or the same matter might 
be used on neat cards or circulars is- 
sued periodically. 

The head of the firm mentioned 
above told the writer that he always 
advertised the most in the slack season, 
because that was when he had most 





need to advertise. The logic and 

WHEN IN Bilthends 

A HURRY Kiveiopes 
clicrs FOR GOOD 


Cone eg TINTING 
Booklets 
US AND _ Cntslogues 
Window Cards 


you’LL CET 
IT CHEAP 


Estimates for the asking. 
RULE & SLUG, pifiAMs. 











sound sense of this remark should not 
be lost upon those advertisers who are 
afraid to spend money in what they 
call ‘‘dull times.’ Mr. Nolan started 
asa poor but practical printer. Be- 
sides his large business he is to-day the 
owner of considerable real estate, and 
does not hesitate to ascribe every dol- 
lar that he esses to his persistent 
advertising. Verbum sap. 
RICHARD WALLACE. 








SAMPLING. 

The proprietors of Pearline have always 
understood the sample distribution business 
thoroughly, The last distribution conducted 
by them in this locality was in their usual 
large and generous fashion. There were 
several packages of Pearline, five or six, and 
a box or two (quarter pound) of baking pow- 
der, as they are introducing their own article 
—all that one could hold in both hands—for 
a merely nominal price ; so small that I have 
forgotten it. These goods are distributed by 
men in uniforms, as quiet and decorous in 
their behavior as government officers. Now- 
adays, when = ot ay | from sewing ma- 
chines to soap powder, from dress goods to 
darning perme A and door mats, is adver- 
tised by samples, it is not good form for a 
ean ge to show — niggardly. 

he neatly put up, properly presented sample 
will pare See itself. It L used and intel- 
ligently compared with its kind. The man- 
ner of presentation is unconsciously remem- 
bered oe the receiver. That is its first 

uaranty. The second must be within itself. 
ts merits or its failings must carry it.— 
The Bill Board, Cincinnati, O. 





A BAD BREAK. 
Assistant—Why, Mr. Cook, what’s the 
matter? You look worri 
Mr. Cook—Great Scott, man! You have 
put the living skeleton museum illustrations 
in 


the baby-food advertisements.— Pearson's, 
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THE LAW OF TRADE-MARKS. 

In the late litigation between the Colum- 
bia Mill Company vs. Alcorn et al (14 Sup. 
Ct Rep. 151) the Supreme Court occasion 
to — the authorities upon this ques- 
tion, and conciuded therefrom that the fol- 
lowing general propositions were established: 

1. To acquire the right to the exclusive use 
of a name, device or symbol as a trade-mark, 
it must aqveer that it was adopted for the 
purpose of identifying the origin or owner- 
ship of the article to which it is attached, or 
that such trade-mark must point distinctive- 
ly, either by itself or by association, to the 
origin, manufacture or ownership of the ar- 
ticle on which it is stamped. It must be de- 
signed, as its primary object and pu to 
indicate the owner or producer of the com- 
modity, and to distinguish it from like arti- 
cles manufactured by others. 

2. That if the device, mark or symbol was 
adopted or placed upon the article for the 
purpose of identifying its class, grade, style 
or quality, or for any pu other than a 
reference to or indication of its ownership, it 
can not be sustained as a valid trade-mark. 

3. That the exclusive right to the use of 
the mark or device claimed as a trade-mark 
is founded on priority of appropriation, that 
isto say, the claimant of the trade-mark 
must have been the first to use or employ the 
same on like articles of production. 

4. Such trade-mark can not consist of words 
designating locality, section or region of 
country.—Shoe and Leather Gasette. 
fo 

PRACTICAL ADVERTISING. 

Advertising is not a fine art to be learned 
only by years of experience, as is sometimes 
stated by advertising experts who make their 
living by writing advertisements for mer- 
chants who have not the desire or ability to 
write their own ads. It is simply a matter 
of occupying newspaper space to the best ad- 
vantage, and a merchant who knows what 
advertising attracts him can attract others 
by using the same methods if he will, says 
the Brookline (Mass.) Chronicie. ood 
ad is an announcement in brief terms, straight 
from the shoulder, concise and to the point, 
telling something in a clear and intelligent 
manner, and stating a few prices as an indi- 
cator of the way you sell goods, or do work. 
That is the way ads read which attract 
you ; would not others be attracted by your 
ads if written after the same manner? Say 
something well, give some interesting prices, 
intermingle a little well written description, 
and talk business from the first word to the 
last word. That sort of advertising pays well. 


ADVERTISING ONE’S COMPETITOR. 

No doubt every retailer is tempted at times 
to rap a competitor over the knuckles, so to 
speak, when the latter makes an a tly 
unbelievable statement in an advertisement. 
The spectacle of one dry goods store making 
fun of another at the cost of a many 
dollars for high-priced advertising space has 
recently soulvented those who the 
bargain columns of the New York dailies, and 
the same thing doubtless happens very fre- 
quently elsewhere. 

Does it pay? We think not. People are 
so prone to doubt the motives which prompt 
criticism of a competitor. They think “Jones 
must have been hit rather if he es 
jump on Smith in his ads.” A 
is ;, = | best 3. 





the trouble to 
man serves h PP: y 
ignoring his erm eae He may do all he 
can to down him by buying better and sellin 
cheaper, and if he does the crowd soon finds it 
out.—Dry Goods Economist. 
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ADVERTISING AT YALE. 

The other day I was talking with the vice- 
president of the largest life insurance com- 

any in Hartford on reaching Yale men. 

“Certainly, we want the Yale business,” 
hesaid. ‘“‘ There are some 2,600 young men 
there—they are to be the representative men 
in their communities.” 

My experience asa student at Yale and 
also as representative of a large number of 
local and foreign advertisers, has caused me 
to look upon Yale and colleges in general as 
a fruitful field for advertising seed, Yale 
gathers men from all parts. Some of them 
are men of means, and a large part will be 
influential in their communities. Can an ad- 
vertiser find a better way, and at so small an 
outlay, of reaching so many different parts 
of the country as through Yale men? 

Local merchants especially will do well to 
make an effort to gain freshmen trade, They 
are less likely to appear on the books, and if 
a man makes a friend of a freshman he is 
likely to hold his trade for four years. 

At Yale there is a book published by the 
Y.M.C. A. which is sent to every man who 
is to enter the freshman class, It is his 
Bible. He carries it in his pocket for six 
months or more. He reads the advertise- 
ments, and usually patronizes the firms rep- 
resented. He thinks it’s the thing to do. 
One of my clients has told me he considered 
his advertisement in this book invaluable. 

For general advertising I prefer the Vale 
News, which is published by the students 
daily except Sontepe and holidays. {t does 
not make any difference to me how many 
copies of this paper are printed—I know it 
reaches Yale men. Those who don’t sub- 
scribe borrow. I have found by experience 
that the fellows read the advertisements. The 
Arethusa Spring ater Co. advertised 
** Matches to Burn,” stating that they would 
begiven free. Two thousand boxes were 

iven away. The statement appeared in the 

‘ews alone. 

Nothing can compare to personal solicita- 
tion, but it takes a good man todoit. The 


representative of one of the largest publishing 
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houses in New York told me that he had 
found Yale one of the best places to sel] 
books he had ever worked. 

Regarding circulars, I should say they are 
read to some extent, but I prefer postals. It 
is a great mistake to send circulars to college 
men in colored — with a one-cent 
stamp. Notices from the college are always 
sent in white envelopes, 

Novelties are always appreciated if useful, 
Rogers, Peet & Co., of Ses York, always 
send Yale men pretty little diaries the first of 
every year. I had always wondered if they 

roved a good investment until the other day 

was in a room with several other fellows, 
and one of them asked me if I had receiveda 
diary. Then followed a discussion of New 
York clothing firms,and I am sure if there 
was one there in doubt about sending an order 
to Rogers, Peet & Co. he was easily won. 

Advertisers of men’s furnishings should 
not neglect college advertising. I have worn 
a moyen brand of shirts since I came to 
college and have recommended them to a 
great many fellows, and I am sure they are 
all wearing that brand at present. A brand 
of tobacco started some years ago at Yale, 
It is now sold all overthis country. Yale 
men have called for it everywhere, and the 
dealers have been forced to getit. The fact 
that college men used it was sufficient to 
cause others to regard it as “* the thing.”’ 

I have found it pays to advertise in New 
Haven papers at certain seasons of the year 
for college trade, particularly at the beginning 
of the college year. I believe the New Haven 
Register is read by college men more than 
any other paper here. 

The Yak Alumni Weekly is read by men 
now incollege, and has quite an influence 
with them, It is primarily for the graduates, 
and has anextensive ceceldiien among them, 

Grorce Henry SMITH. 


————_+o>___- 
Our evening dailies come out in five edi- 
tions. The first mentions a rumor, the 
second confirms it, the third gives details, the 
fourth enlarges upon these, the fifth denies 
it. Pearson's Weekly. 
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AND EARLY BOSTON 
LICATILONS., 
ublished in seem, 


ADVERTISING : 
PUB 


The first newspaper 
the Boston Mews-Letter, number one o 
which, ** published by authority,”’ was dated, 
“from April 17, to Monday, April 24, 1704.” 
In the first number was one advertisement, 


that of the publisher, John Campbell. It 
read: “‘ This News-Letter is to be continued 
weekly; and all persons who have any 
houses, lands, tenements, farms, ships, ves- 
sels, goods, wares or merchandizes, &c., to 
be sold or lett; or servants runaway; or 
goods stoll or lost, may have the same in- 
serted at @ reasonable rate; from twelve 
pence to five shillings and not to exceed: Who 
may agree with Nicholas Boome for the same 
at his shop next door to Major Davis's, 
apothecary in Boston near the old meeting 
house.”” Few ads eppuanes in theearly News- 
Letters ; some weeks it contained none at all. 

The second newspaper to be printed in 
North America was the Boston Gazette, whose 

ublication was started in December, 1719. 

he announcement was made that it was 
“ printed by J. Franklin and may be had at 
the post-office, where advertisements are 
taken in,” 

Another Boston product was’ the weekl 
Rehearsal, first published in 1731. The fol- 
lowing item concerning advertisements ap- 
peared in its columns: “And whereas the 
publishing of advertisements in the weekly 
news rs has been found of great use 
(especially in such as are sent thro’ all the 
governments as this is)this may inform all 
persons who shall have occasion, that they 
may have their advertisements published in 
this paper upon very easy terms, and that 
any customer for the paper shall be served 
much cheaper than others.” 

The Boston Evening Post made its bow in 
August, 1735. Thomas Fleet, the printer, 
was also publisher. Fleet was probably the 
first writer of advertising in America who 
made a stand for sense and candor and who 
essayed to get away from the ponderous 
style then in the ascendancy. The following 
on of Fleet himself prove that he had the 
requisites of a successful adwriter and that 
he injected a strain of engaging frankness in 
the ads of his preparation: “ To be sold by 
the printer of this paper, a negro man about 
thirty years old, who can do both town and 
country business very well, but will suit the 
country best, where they have not so many 
dram shops as we have in Boston. He has 
worked at the printing business for fifteen or 
sixteen years; can handle an ax, saw, spade, 
hoe or other instrument of husbandry as well 
as most men, and values himself and is valued 
by others for his skill in cookery and mak- 
ing of soap. Also, a very valuable negro 
woman about thirty years old (sold only for 
her frequent pregnancy), with a fine, healthy 
boy two years old.” Here is another adver- 
tisement written by Fleet and published in 
his Post: ‘*Choice Pennsylvania tobacco 
paper to be sold by the publisher of this 
paper at the Heart & Crown; where may also 
be had the bulls or indulgences of the pres- 
ent Pope Urban VIIL., either by the single 
bull, quire or ream, at a much cheaper price 
than they can be purchased of the French or 
Spanish priests, and yet will be warranted 
to be of the same advantage to the possess- 
ors. 

The Boston Gazette or Country Fournal, 
first started in 1755, added: ‘* Also printing 
done at a moderate rate, with care and dis- 
patch,”’ to the regulation imprint of the times. 

In 1785 the Massachusetts Legislature im- 
posed a tax onall advertisements that ap- 
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red in the columns of all newspapers pub- 
ished throughout the Commonwealth. For 


two years the lation was in force, and 
during that period the jaw aroused the resent- 
ment of newspaper publishers and worked 
them some iafery. 

Isaiah Thomas, in his history of printing in 
America, said that in the pioneer days of 
newspapers only a few advertisements ap- 
peared in the papers, and the ads were not 
separated from news matter by lines or rules, 
but were set in type of a uniform single let- 
ter size. Even when the use of two-line let- 
ters was adopted it was some time before ad- 
vertisements were separated by rules. When 
it became customary to mark off the ads by 
rules, variations, such as lines of flowers,etc., 
were use as lines of division. 

C. E. SEVERN. 


—_—__+o+ 
THE HIGH WATER MARK. 

If you have read recently any clever ar- 
ticles subtly defending the cigarette, praising 
its harmiessness to the young and its solace 
to the adult, you may feel fairly certain that 
it was written to order and its publication 
well paid for, The fact that it was done 
cleverly, and quite without direct puffery of 
any particular cigarette, and the fact that it 
was published in normal type—at most a 
little leaded to salve the publisher’s con- 
science—and the fact that there was not even 
a warning “adv.” appended to warn you 
when it was too late; all these facts should 
only convince you of the skill of the new 
crusade against the old crusade. Some of 
our best writers have been won over by the 
high rates paid, and in the variety and the 
skill of the insinuations the cigarette essays 
are distinctly the high water mark of adver- 
tising.—( urrent Literature. 
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Moses & Helm 
Writer, Artist, 


, 





Ili NASSAU ST., N. Y. CITY. 


The service we give advertisers 
does not represent one man’s ideas. 
Neither is it the work of a bossand 
hired man. 

We work together, a trained 
advertisement writer and a trained 
business artist. We are vitally 
interested in what we do. We take 
far more pride in our writing and 
illustrating than employees would. 

Our reputation is growing, too. 
It is coming to be pretty thorough- 
ly understood in the advertising 
world that Moses & Helm ask 
rather high fees, but their work is 
“away upin G.” 

“G” stands for good. Good ad- 
vertising is the only kind that 
economical advertisers can afford 
to use. 

Our work has life, force and 
snap in it, but no bombast—no sky 
rockets or red fire. 

We write and illustrate any- 
thing on any subject. 
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It is quite within the memory of man— 
and woman, too, though she probably won't 
confess it— that the greatest advertisement 
for Pears’ soap ever invented by that firm 
(or any other, for the matter of that) was 
sprung upon the British public through the 
medium of the morning papers one morning 
while paterfamilias was distributing the ba- 
con and materfamilias was engrossed with 
the coffee-pot. lt was written, in good 
black ink, across a fair proportion of one o 
the advertisement sheets of the newspaper, 
and read—‘*Good morning; have you used 
Pears’ soap?’’ The catch phrase caught on 
aati. Late-comers at the breakfast 
table or the office were assailed with the ex- 
pression; gentlemen of the stock exchange 
stopped the flow of business that was passing 
along the wires of their respective telephones 
by demanding an answer to the question. 

Yes, we all remember those little incidents 
in connection with the still noted advertising 
dodge, but perhaps we don’t recollect that 
the evening papers of the same date contained 
a well worded answer to the phrase from an- 
other noted soap-making firm, This is how 
itran: ‘* Yes, but ——'s soap is much bet- 
ter. Good evening!” 

Another smart advertisement was that 
which appeared in a journal some years ago, 
soon after Beecham’s pills had risen in the 
world’s estimation on account of their ad- 
vertised value being stated at £1 1s. per box. 

This was the “ counter-claim ”’ referred to: 
“Worth a guinea a box,are they? Well, 
what say you to this: ——’s yellow-teething 
powders are equivalent to a * fiver,’ and— 
they only cost a penny a box.”’ 

Then, too, we have all read an advertise- 
ment stating that ‘the blood is the life.” 
Less known, perhaps, is the reply to this 
notice. It took the form of a dialogue: 

“He: ‘* To be sure the blood is the life, 
but what’s the use of blood without muscle 
and bone?’ 

“She: ‘Or without breath or brains?’ 

“He: * Nothing; this medicine won’t suit 
Ras 

Underneath this in tiny letters appeared 
the moral: ‘Take ——’s compound mixt- 
ure. It is blood-making, bone-making, brain- 
developing and breath-purifying. Price 7d.’’ 

The legend, ‘* Don’t ~4 at my _ back,” 
which the sandwich-men sometimes bear on 
their front board in order to attract attention 
to what is advertised on the other, is of ven- 
erable origin, but an enterprising firm of 
second-hand clothiers rather added to the in- 
terest which every one displays at even so 
ancient an advertising dodge by displaying 
near their shop door a monstrous motionless 
negro, across whose chest read the warning: 
*TE you look at this gentleman’s back you 
will be struck.” Naturally every one braved 
the danger of the nigger’s fists, and found 
themselves gazing blankly at Messrs. Isaacs 
& Abram’s price list. Nevertheless the ne- 
gro gentlemen still remained motionless and 
failed to carry out the threatened assault on 
the curiously disposed. Then some one had 
another peep at the notice, “If you look 
at this gentleman’s back you will 
struck——,” and this time that person dis- 
covered that a few little words were added in 
diminutive type, so that now the notice read : 
“You will be struck with astonishment at 
the cheapness of our striped trousers and 
other goods.” After that, when the news 
spread it was seen that one by one the spec- 
tators sneaked off, disgusted at the way in 
which they had been done. Otherwise it 


might have been noticed that a few minutes 
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HUMORS OF THE ADVERTISING FIEND. | before closing time Mr. Cohen Isaacs ap- 


peared and proceeded to carry the negro in- 
doors! He was no more human than clay 
and a clever modeler could make him.— 
Success, London. 


++ 

THE newspaper that reaches the people in 
the quiet of their homes, where plain facts 
can best appeal to the intellect, is by far the 
most preferable medi of « ication 
—Washington Star. 


ARRANGED BY STATES, 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


GEORGIA. 


QOUTHERN FAKMER, Athens, Ga. Leading 
\ Southern agricultural publication. Thrift 
people it ; 22,000 monthly. Covers Sou! 

and Southwest. Advertising rates very low. 


KENTUCKY. 


( )WERSBORO INQUIRER, daily, Sunday and 

Twice-a- Week, publishes more news, fresher 
news, and is more extensively read than any pa- 
per in Western Kentucky. 


OHIO. 


NHE YOUNGSTOWN SUNDAY NEWS offers 
= reward if they haven’t got the largest 
circulation in that territory of 100,000 people. 
Rates, 20c. inch. Address NEWS, Youngstown, O. 


SOUTH CAROLINA. 


r r® E COLUMBIA REGISTER—daily and weekly 
—is the only dolly Dee r in South Carolina 


Ayer’s Directory). 


. is the 
family newspaper published in the State. That’s 
why it pays to advertise in THE REGISTER. 


WEST VIRGINIA. 


W Baatike NEWS is credited with a greater 
cire’n than any other W.Va. English daily. 















































Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for shecified position—i/ granted. 
Must be handed in one week in advance. 


ADVERTISING NOVELTIES 


for advertisers. Samples free. Lar- 
gest makers of advertising novelties, 
badges and buttons in the world. 


The Whitehead & Hoag Co., Newark, N.J. 


The... 
Arizona Republican. 


Published every morning 
in the year at 
PHOENIX, ARIZONA. 


IS READ BY 30,000 PEOPLE 
EVERY DAY. 
For rates and general information con- 


cerning the Treasure Territory’s chief 
newspaper write to 


H. D. LaCoste, Eastern Agent, 
38 Park Row, New York, 
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wre neat, pists attractive printing. Cata 
logu ki 


5 s 
es, ets, phiets, circulars, 
cards, etc., —— in the finest aie. hn | f [ | a lol } 
t job—one that you wan i 
{look at a to us.. PRINTERS’ 


look at and read—come us. 
INK PRESS, 10 Spruce St., New York. That is 


THE EVENING CALL) Circulation 


the best daily newspaper in America for the : . 
OS ine town, bine phically handsome, | Sample copiesand papers sent year after 
accurate and reliable. Member Associated Press. | year to a list of names who have once been 
It has more home advertising and foreign adver- é 5 id ict 
tising than any other evening paper initsfield. It subscribers, since paid or not, is by some 
read by all classes. 


brings results. It is by publishers called circulation. 
WANTED. Farm-Poultry claims that circulation 
__— means only those copies which axe bought 
The report last week in the Fourth Estate | and paid for by the year or from newsdealers 


i rat ts | Teh bier coat gow each issue. Such bona fide circulation is all 


aroused great interest everywhere. Itis a lit- | you are asked to pay for when you advertise 
tle pasty ete of course, to say what the har- | in Farm-Poultry, The character of the 


vest will be in this particular scheme, but it eee he : . 
is safe to predict that the funds from the sale | P#P*T 'S high; its influence among readers is 


of Ripans stock for cash will not come, to | large because it contains practical, helpful 
any great oe be ~~ <4 matter. 
paper men.—/ous istate, August 29, 1895. 

Any paces or other man who FAR M = PO U LTRY 
secured some of the shares at that time, ‘ See ; 

° Goes into families; is read extensively -by 
or before, or Since, at par oF above OT | women. Therefure all advertisements that 
below : and who is now willing to dis- | appeal to family wants can be profitably 
ng of the sameat I50 may send in | placed in it to good advantage. 

is certificate and get a check. It is published semi-monthly. Forms close 
Oscar G. MOSsEs, the sth and 2oth of each month. Sample and 
President The Ripans Chemical Co., | rates sent on application to, 
No. 10 Spruce street (upstairs). I. S. JOHNSON & CO., 
NEw YorK, March 5, 1898. 22 Custom House Street, Boston, Mass. 

































West Virginia Business Is Thriving. 


A New York special to the Pittsburg Dis- 
atch says: “Colonel R. A. Burt, of West 
irginia, one of the leading railroad men of 

his State, is the general manager of the Ohio 


River Railroad system and vice-president of 
two smaller roads.” PO 
He said to a Dispatch reporter: “Condi- THE OP RTUNITY 
tions never have been so good in West Vir- 
ginia asthey noware. Every one hasmoney, 
and the railroads can not haul all of the 


THE WHEELING HEWS 


DAILY, SUNDAY, WEEKLY. 


The only English Evening Paper in a City 
THE MEANS ee of 40,000 and the Center of 250,000 Population, 
adtied covering, as it does, not only Wheeling, but 
the entire State, offers the means for adver- 

tisers to profit by the above opportunity. 
The heeling Petty and Sunday 
News guarantees advertisers a circulation 
a wr cent greater than any other newspaper 

n 


est My 
NEWS PUBLISHING CO., Proprietors. 














EASTERN OFFICE, 38 PARK ROW, NEW YORK, 
H, D. LA COSTE, Manacen, 
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Circulation Record for the year 1897. 


TOLEDO EVENING NEWS 


Sold 6,749,714 Copies. 
Daily Average, 21,843. 


Send for advertising rates and sample copies. 
NEWS PUB. CO., ToLEepo, Onto. 


DAALAAAAAAAAAAAAAA 


It Wins— 


Every time, simply because it is a friend 
of the family. To reach home buyers you must use HOME 
PAPERS. ‘That’s why the five papers in Lane’s List are at the 
top of the Result-bringers to advertisers. Advertising results 
and net profits are one and the same thing. A letter or postal 
card will bring you full information. 


LANE’S LIST, Inc., Augusta, Maine. 
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get there. 


IS IN 


CANADA. 


The Vancouver (B. C.) 
Daily and Semi-Weekly 


WORLD 


gives all the information as to 
routes, outfitting and how to 
Has double the cir- 
culation of any other rewspa- 
per published in the Northwest. 
Write for particulars and sam- 


THE WORLD, 
Vancouver, 
British Columbia. 





ONE TRIAL BRINGS RESULTS. 





and 








THE 


HARTFORD 
TIMES 


with its circulation of 


15,000 Daily and 
7,700 Semi-Weekly 


will takecare of Connecticut 
for you. 

The Times is recognized as 
the best advertising medium 
in Southern New England. 

When figured in propor- 
tion to actual circulation, 
The Times’ advertising rates 
are 50 per cent lower than 
any other Hartford paper. 


Send for Sample 


Address 
Copy THE TIMES, 
Rate Card. HaBTFORD, Co! 























fact: 


ARD prin 
21,500. 
























Subscribed and sworn to before me b; 
B. Cranfill, T. M. Hamilton and St. C 
Lawrence, this 3rd day of Fe' 


Jno. T. BATTLE, 

Notary Public, McLennan Co., Texas. 
Advertising rates are reasonable. 

Write to the Texas Baptist Stand- 

ard, Waco, Texas, for sample copy 

and rate card. 
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Texas isthe greatest State in the Union. 


There are over 300,000 Baptists in Texas, 


THE 
TEXAS 
BAPTIST 
STANDARD 


is their chief denominational medium. 
The STANDARD has the largest circula- 
tion of any religious paper published in 
the Southern States. 
The following affidavit proves that 


Waco, TEXAS, February 3, 1897. 
To Whom It May ConcERN ; 
This certifies that the smallest 
complete copies of the TEXAS BAPTIST STAND- 
duri. 1896 


ing any week of 


number of 


bruary, 1897. 





THE 


Agent's Guide 


NEW YORK 

















Circulates everywhere. 

Published nine years. 

None better for Agents 
or Mail Orders. 


Rates, 50c. a Line. 


Forms close 25th. 

Put Acent’s GUIDE on 
your list.—Paper on file 
at all agencies.—Sample 
copy on request. 


AGENT’S GUIDE, 
P. O. Box 434, NEW YORK. 
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The Bicycle Trade and Rider, |f The Average Daily 
WEST OF THE RIVER, Circulation of 


IS ONLY REACHED THROUGH 


THE CYCLING WEST, | ME ARGUS 


for the past six months 
ending February 1, 
Let us help you get agents where 


1898, was 
you have none, and help the agents babiniiden 
you have, by advertising your goods 13,98 . . . COPIES, 
before the riders in their vicinity, 


VVVYYVYY YY TTY 


Affidavits furnished to 
WE HELP BOTH. advertisers on applica- 

NO OTHER CYCLE PAPER REACHES tion. Comparison with 
OUR FIELD. other Albany papers 

; will show why Tue 
WE ARE ALONE. ArGus leads in circula- 
> ~=6tion, news and influ- 


Write us for special inducements. 


3 ence, 
The Cycling West Publishing Co. THE ARGUS CO., Albany, N.Y. 
BOX 133. DENVER, COL, JAMES C. FARRELL, Manager, 
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S the NICKELL MAGAZINE 
on your list for ’98? The only 
he Five-Cent Illustrated Magazine in 


America, and a great advertising 
medium. For rates and sample 


* a4 copies, address 
NICKELL MAGAZINE, 
4 Alden Street, Boston, Mass. 


New York Office, 800 Temple Court. 


































Pee eceseesesseseees 
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SUPPOSE YOU INVESTICATE THIS. 


S33 the biggest and “ growingest " mailing list of 
 meees ne published west of New York City, 


ait has come by it honestly. Gained its circu- 
Sie by striving to be worth twice the subscrip- 
tion price. Holds itin the same way. 

Goes every month to thousands of 

i e bona fide subscribersin every State 





and territory in the Union, and to 
every Province in the Dominion, and 
is solid on news-stands from Maine to 
California. Reaches the best people and solicits the patronage of the best adver- 
tisers. No room for “‘ trade” advertisements or for those of an objectionable 
~ character. Tenants of SPORTS AFIELD’S ’ may be assured of respect- 
able neighbors—some of whom have occupied the same quarters for more than a 
decade. Write for a sample copy and odvernnnsg tak sates, <a let’s get acquainted. 
agents wanted in every town and neigh 
SPORTS AFIELD, 358 Dearborn St., Chicago, Ill. 
Eastern Office : 335 Broadway, New York. H. Wurzpacu, Manager. 
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THE 

MEN 

OF 
MISSOURI 


are of all men the best fitted 
to buy what you have to sell 
this season. In addition to 
all the natural advantages he 
possesses to make him pros- 
perous and happy, he has 
this year what nobody else 
has—an enormous crop of big 
red apples that are command- 


ing excellent prices. Whole 
orchards have been selling 
readily for spot cash and 


Missouri had lots of them to 
sell. ‘There are several ways 
to reach the MISSOURI MAN, 
but the best and most direct 
way is through the columns of 


Colman’s 


Rural 
World.. 


It has been so long and so 
closely identified with the in- 
terests of Missouri as to be a 
leader in Missouri thought, 
Missouri agriculture and Miss- 
ouri purchasing power. It 
pays advertisers. Goes to the 
people fifty-two times a year 
from 


ST. LOUIS, MO. 


Established in 1848. 


The Daily 
Republican 


Phoenixville, Penn. 


The only daily newspaper in 
a town of ten thousand and in 
a community (within a radius 
of ten miles) of fifty thousand. 
U.S. Department of Agriculture 


reports say that this commu- 
nity is the richest in the United 
States. 

For guaranteed circulation rat- 
ing and description, see Ameri- 


can Newspaper Directory. 
The Daily 
Republican 


Phoenixville, Penn. 





59 

















The Intelligencer 


COVERS THE FIELD. 


There are 137 post-offices in Bucks 
County. There are no large towns, 
but a huge number of villages. The 
population isa typical agricultural 
community, in this grand old coun- 
ty, which ranks as one the first six 
of the Union, 


The Intelligencer 


SENDS COPIES 


to 134 post-offices in Bucks County. 
The paper thus thoroughly covers 
its home territory, giving the must 
and best of circulation, concen- 
trated advertising and thorough 
publicity, in a limited field. ‘hose 
things not available for this market 
can not be profitably i 
here at any price or by any means. 
What Bucks County people want 
or need can be best, most t- 
ably, quickly, comprehensively and 
economically advertised in Tue 
INTELLIGENCER, which is the oldest 
publication and reaches the most 
people in this territory, 


Intelligencer, weexy"° 
DOYLESTOWN, PA, 
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it, sit down and write us to-day. 


In nine cases out of ten an advertiser 
has many good ideas of his own to im- 
prove his advertising matter, but not 
being an artist himself, and therefore 
being unable to sketch ‘the idea out 
properly, he either neglects to have it 
done by a competent man, or else for- 
gets all about it. Besides, he fre- 
quently does not care to go to the ex- 
pense of having a sketch made, because 
artists naturally expect to be paid for 
their work and they are not always will- 
ing to make such things on approval. 
Many an advertiser would buy a good 
sketch if he could do as he does with 
a suit of clothes—try it on before pur- 
chasing. Now, that is the reason that 
we make the following offer: 

Send us a description, or even the 
roughest kind of a sketch of any idea 
that you would like drawn out for you 
by a thoroughly competent artist,and we 
will have one of our very best men make 
a good, careful pencil drawing of it. We 
will forward you this sketch with a de- 
scription of how it ought to be used— 
what colors it should have (if any are 
needed) and any other information that 
we think will be of interest to you. 
Such work we will give you entirely 
gratis. If you like the sketch and 
want our prices for the finished work, 
we will talk business; otherwise you 
will be under no obligation to us what- 
ever. The cost of it we wil!l charge up 
to our advertising expense account— 
and will count it a mighty good adver- 
tisement at that, so you see that while 
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Here’s an offer that any advertiser who is anxious to get the best results out of the money he 
is spending should take advantage of. It is a very unusual offer—one that we don’t ordinarily make. 
Read it over carefully and see if it won’t fit your own case. If you want to take advantage of 





THE GIBBS & WILLIAMS CO 


ORIGINATORS OF 
NOVEL ADVERTISING IDEAS 
AND PRODUCERS OF 
ARTISTIC LITHOGRAPHIC and 
PRINTED MATTER 


183 William Street, New York 












it looks on the face of it, that we give 
something for nothing, we are really 
doing it so that we can show you how 
well equipped we are to do the right 
kind of work. 

If you haven’t any ideas of your own 
for your advertisements and simply 
have it in mind to change them, send 
us a copy of some designs you have 
used in the past and we will supply the 
idea as well as the drawing. Some of 
the best advertisements we have pro- 
duced have been suggested to us in the 
crudest possible form by an advertiser, 
and we have elaborated them by com- 
bining our own notions with his, pro- 
ducing an effect which he would not get 
if he depended upon his own ideas alone. 

The work of this kind that we want 
you to ask for are suggestions for neat 
catalogues; striking posters and street 
car cards; advertising hangers and show 
cards; magazine advertisements. These 
things are our specialties—zwe do them 
well, Our particular line is artistic 
lithography and printing—the kind of 
work that makes the man who sees it 
exclaim ‘‘ That’s good!” We believe 
in bold treatment of design, combined 
with an idea that is appropriate, readily 
understood, and above all, refined. 

Take advantage of our proposition 
if you want to improve your advertise- 
ments. This offer is limited, strictly 
so—we don’t want too many takers, 
and we don’t want mere curiosity seek- 
ers. We reserve the privilege of dis- 
continuing it at any time. 
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BREAKFAST 
TABLE 
READING 


THE 


KANSAS CITY TMES 


Three early fast mail trains are maintained by the 
United States Government out of Kansas City daily, 
North, South and West. By this means THE KANSAS 
City Times is delivered at all intervening points 200 
miles away by eight o’clock every morning. This 
makes it breakfast table reading in thousands of the 
best homes in Missouri and Kansas. By noon the 
same day the paper is distributed over Southern 
Nebraska and the best portions of Oklahoma and r 
Indian Territory. The richest and most densely 
peopled part of the Southwest is covered in one day 
by the most popular Western paper, THE Kansas 
City TIMEs. 


To Advertisers: 


The present sworn net paid circula- 
tion exceeding 25,000 copies daily. It brings re- 
sults to advertisers. It is the leading morning 
paper in Kansas City and Kansas City territory, and 
if you want results you must include THE Kansas 
City Times. Write for rates to 


KANSAS CITY TIMES, 


KANSAS CITY, MO. 


THE S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, Rookery Building, 
NEw York. CHICAGO, 
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is, indisputably, 


THE COUNTRY 
GENTLEMAN. 


That is to say, it is the only periodical published that gives the 
Agricultural News of the day with any degree of system, accuracy 
and fullness ; 


AND THEREFORE 


Its constituency consists everywhere of the most intelligent, 
brightest, most up-to-date class of persons interested in country or 


suburban life—people that no other agricultural periodical touches. 


AS TO QUANTITY OF CIRCULATION 


It publishes many more “Want Ads” than a// 
other agricultural papers combined. You doubtless 
know what a “ Want Ad” circulation must be 
and always ts ? 


Paper, illustrations, typography, greatly supe- 
rior to those of any other periodical of its class. 
Please send for a specimen copy, and see. 


One insertion, 40 cents per line, 
$5.60 perinch. 

Discounts for Continuance. 

Subscription price, $2. 


Twenty large pages weekly. 

Advertisements tastefully set and 
carefully classified. 

Nothing objectionable taken. 


LUTHER TUCKER & SON, PUBLISHERS, ALBANY, N. Y. 
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The Giant of <SxSxSxS> 
The Five-Cent Magazines 


THE 


HALF HOUR 


The best and cheapest monthly pub- 
lished. 

As attractive and as interesting as 
many of the more expensive magazines. 


NOTHING LIKE IT 
FOR THE MONEY. 


Advertisers report a large number of 
replies from the HALF HOUR. 

Advertise now in the HALF HOUR 
and get the benefit of low rates and 
rapidly increasing circulation, 

Your regular agent will quote you 
prices, or write to us direct. Copies of 
the HALF HOUR on all news-stands 
throughout the country. 

Please send for sample copy and rates. 


W 
George Munro’s Sons, 


17 to 27 Vandewater Street, 
New York. 
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AMERICAN NEWSPAPER DIRECTORY 
CONFIDENTIAL 
INFORMATION BUREAU. 





CONCERNING THE CHARACTER AND 
CIRCULATION OF NEWSPAPERS. 





THe AMERICAN NEWSPAPER DiRECTORY is issued four times a year, 
Orders are solicited for an annual subscription covering the four issues (which 
appear on the first day of March, June, September and December) and a 
yearly subscription for PRINTERS’ INK, a journal for advertisers, issued 
weekly. The price of an annual subscription, is twenty-five dollars; and the 
subscriber becomes a member of THE AMERICAN NEWSPAPER DIRECTORY 
Confidential Information Bureau, and in consideration of the payment of the 
sum of twenty-five dollars, strictly in advance, is entitled to the privilege of 
applying to the publishers of the Directory, at pleasure, for a confidential 
report concerning the circulation or character of any newspaper credited by 
the AMERICAN NEWSPAPER DIRECTORY with a circulation rating greater 
than 1,000 copies per issue. Such confidential reports will be supplied to 
subscribers whenever called for. 

In dealing with newspapers and periodicals and paying them large sums 
for advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publication 
under consideration. The information conveyed by a newspaper directory is 
necessarily brief and touches only upon well-defined lines, A timely knowledge 
of some important detail of the past, present and the probable future of a 
paper may occasionally prevent an unwarranted expenditure, What seems gold 
on the surface is sometimes only gilding. 


Among the list of subscribers to the 
American Newspaper Directory Confidential 
Information Bureau are the following well- 
known advertisers: 


Royal Baking Powder Co., New York. 
Procter & Gamble Co., Cincinnati, O. 
Wyckoff, Seamans & Benedict, New York. 

J. C. Ayer & Co., Lowell, Mass. 

James Pyle & Sons, New York. 

Hall & Ruckel, New York. 

Sterling Remedy Co., Ind. Min. Springs, Ind. 


THE AMERICAN NEWSPAPER D1REcTorY Confidential Information 
Bureau, with the more than thirty years’ experience of its founders, and with 
the facilities at their command, is often in a position to tell about a specified 
publication just what an advertiser would very much like to know. 


ADDRESS 
GEO. P. ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, 
No. 10 Spruce St., New York. 
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TELLING 
SECRETS 


Mr. A. W. Peterson, advertising manager of 
The Indianapolis News, in a conversation about 
Newspaper Directories and advertising publications, 
recently said: “I believe the American Newspaper 
Directory has gone further in bringing out the truth 
about newspaper circulation than any other publi- 
cation. We think very highly of the American 
Newspaper Directory. I notice that Mr. Rowell’s 
friends are the honest, strong newspapers of the 
country, and it is their indorsement that is worth 
most and counts most in showing that he is doing 
his work honestly and thoroughly. Printers’ Ink 
is undoubtedly the leader among publications de- 
voted to advertising. It is the first of its kind. I 
have read it from the beginning. I said from the 
beginning that it was telling just what I have learned 
in ten years’ experience as a printer, pressman 
publisher, reporter and advertising manager—telling 
just what people are anxious to know—secrets, 
That is what made it a success from the beginning. 
Everybody wants to know how to prepare advertis- 
ing, how to make paying contracts, and PRINTERS’ 
Ink has devoted its entire career to telling these 
things. Everybody seeks favorable publicity for 
their work or their wares, and that is why I believe 
that everybody is interested in Printers’ Inx.” 
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Newspaper men who desire to attract the 
attention of Proprietors of Schools and 
other Educational Institutions to the merits 
of their publications as mediums for their 
advertisements would do well to avail them- 
selves of the special School number of 
PRINTERS’ INK for May 25th, which will 
go to nearly every Educational Institution 
in the United States. The edition will be 
above 25,000 copies, and will afford an op- 
portunity for placing arguments where those 
interested in advertising Schools will see 
them at the very time when they are mak- 
ing plans for advertising intended to inter- 
est the possible pupils for next term. 


SCHOOLS 


ADVERTISING RATES 
FOR THE SPECIAL EDITION ABOVE ANNOUNCED: 








Classified Advertisements (no display), 25 cents a line. 
Displayed Advertisements, 60 cents a line, or $100 a page. 
Special positions, 26 per cent extra, if granted. 





JUBILEE NUMBER 
The issue of Printers’ Ink for July 6, 1898, will be first number for the eleventh 
year, and will be a Special Jubilee Edition. 





Special Rates for the Special Editions: One Page in Both Issues, 
$200 net; One-quarter Page in the Two Issues, $50 net. 
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His Kepresentatives— 
MY REPRESENTATIVES. 





HIS REPRESENTATIVES. 

A leading merchant was once asked how it 
was he had no representatives on the road. 
He replied: ‘* I have the best representatives 
in the world. ‘They always tell the value of 
my goods in plain language. They are always 
attentive to business. They are always polite. 
‘hey never miss an appointment, and they are 
at work early in the morning till the last thing 
at night. They take no holidays, and work the 
whole year round. My representatives are 
my advertisements, and I know exactly where 
they are in every city and town, and know 
toa cent what they cost me.” —Printers’ Ink. 











When I started in the Ink business about four 
years ago I was fully determined to build up my 
business solely by advertising, and how well I have 
succeeded is shown by my record of having received 
over forty thousand (40,000) orders, and every one 
of them was accompanied by the cash, otherwise I 
would not ship the goods. I have sold ink in every 
State and Territory of the Union with the excep- 
tion of Alaska. I have also received orders from 
Mexico, South America, Europe, Asia, Australia 
and the Island of Hawaii. No ink house in the 
world made such progress in so short a time, and I 
have been crowned 


‘¢ The man who revolutionized the ink trade.’’ 





I guarantee my inks to be satisfactory, and if 
not found as represented, I buy them back and pay 
all freight or express charges. 

Send for my price list and printed specimens. 

Address 
PRINTERS INK JONSON, 8 Spruce St., New York. 
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BRANN’S 


ICONOCLAST 


Published monthly at Waco, Texas, 
Chaste but vigorous, saucy but not 
impudent. Paid circulation for Novem- 


iy Sie jell ee. 0: bee 8 


0,000 copies 


or greater than both the paid and unpaid 
circulation of all Texas dailies, morning 
and evening, combined. 

This we are prepared to prove. In three 
years we have not printed 3,000 papers 
which we did not sell. We have no free 
list. We do not carry a subscriber be- 
yond the time for which he has paid. 
Quack doctor and snide jewelry ‘‘ads” not 
accepted at any price. 








You can examine the paper at almost any news-stand in the 


United States, on almost any passenger train. 
if it impresses you as a paper that is read and ‘‘ passed around.” 








Write for rate card 
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CLEAN NEWSY 
BRICHT 
ENTERTAINING 


THE 














ELMIRA 
TELEGRAM 


has the Largest Circulation 
of any Sunday paper in New 
York State outside of the 


Borough of Manhattan. 


W 


A. FRANK RICHARDSON 


TEMPLE CuURT, 


CHAMBER UF COMMERCE, - CHICAGO 
RED LION COURT, FLEET ST., LONDON 
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ROBERT BONNER 


When he first started the New York Ledger 
advertised it very largely. He once paid 
three thousand dollars for his advertise- 
ment in a single issue of the New York 
Tribune. Do you think Mr. Bonner knew 
what he was doing? He is now a million- 
aire. Made his money largely by advertis- 
ing largely. If you want to ‘‘cover” Ohio, 
advertise in the 


“Ohio Select List’’ 


(Daily and Weekly). For terms address 
each paper : 


Akron, Kenton, Portsmouth, 
Beacon-Journal. News. Times. 
Ashtabula, Lancaster, Salem, 
Beacon, Eagle. News. 
Bellefontain Lima, 
Index. “ Times-Democrat. eT 4 
Bucyrus, Mansfiel 
Telegraph. News. a, sy ~ 
Cambri Marie ; 
— or Springficld, 
Defiance, Marion, renee 
Republican-Express. Star. Warr en, 
East Liverpool, | Massillon, Chronicle. 
Crisis. Independent, Wooster, 
Findlay, Mt. Vernon, Republican. 
Republican. News. Xenia, 
Gallipolis, Newar Gazette and 
—e no Torchlight. 
Hamilton, Norwalk, Youngstown, 
News. Reflector. Vindicator, 
Ironton, Piqua, Zanesville, 
lrontonian. Call. Courier. 
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Told by THE PULLING QUALITIES OF 


FARM AND FIRESIDE AS AN 
Hundreds ) AvvERTISING MEDIUM 2283 








The great superiority of FARM AND FIRESIDE over all others 
as an advertising medium has been told for years—~ 

TOLD BY the Keystone Woven Wire Fence Co., Chicago, 
who say FARM AND FIRESIDE is by long odds the most profit- 
able advertising medium they ever used. 

TOLD BY the Sandwich Mfg. Co., Sandwich, IIl., manufac- 
turers of baling presses, who say FARM AND FIRESIDE last year 
brought them more inquiries (that afterwards led to sales) 
than any other paper. 

TOLD BY Wm. Henry Maule, the noted seedsman of 
Philadelphia, and hundreds of others, all of whom unite in say- 
ing that FARM AND FrrREsIDE is a “ puller’’ and business bringer. 


Average for past three months 


Circulation “ Way Up os 335,550 Copies per issue @ @ d 
MAST, CROWELL & KIRKPATRICK, Publishers 


pt SPRINGFIELD, OHIO 0 
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PRINTERS’ INK, 


To get it you have to 
be entitled to it 
and to ask for itt. 


EVERY PERSON who places advertising through 
us to the amount of $100 will be presented with 
either a year’s subscription to PRINTERS’ INK, or 2 
copy of the latest issue of the American News- 
paper Directory, provided he asks for it. If the 
patronage amounts to $200, both PRINTERS’ INK 
and the American Newspaper Directory may be 
had if demanded. The customer whose business 
amounts to $1,000 will be made a member of 
the American Newspaper Directory Confidential 
Information Bureau, and be thereby entitled to 
receive PRINTERS’ INK regularly and a new edition 
of the Directory every March, June, September 
and December, as it appears; also be allowed 
the privilege of applying to the publishers of the 
Directory, at pleasure, for a confidential report 
concerning the circulation or character of any 
newspaper credited by the American Newspaper 
Directory with a circulation rating greater thari 
1,000 copies per issue. 


Among the first subscribers to the Confidential Information Bureau were: 
The Royal Baking Powder Co., 100 William St., N. Y. City. 
‘the Procter & Gamble Co., Cincinnati, Ohio. 
Messrs. Wyckoff, Seamans & Benedict, 327 Broadway, N. Y. City. 
The J. C. Ayer Co., Lowell, Mass. 
The Ripans Chemical Co., N. Y. City. 
Messrs. James Pyle & Sons, 436 Greenwich St., N. Y. City. 
Hall & Ruckel, New York. 
Sterling Remedy Co., Ind, Min. Springs, Ind. 




















FOR FURTHER INFORMATION ADDRESS 


The Geo. P. Rowell Advertising Company, 
No. 10 SPRUCE ST., NEW YORK. 
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THE ONE WE BUY IS THE ——— 
ONLY ONE THAT FILLS THE BILL. 
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American Newspaper Directory. Printers’ Ink: A Joarasi tor Advertisers. 
tssusd Quarterly Established 1869 Issued Weekly Established (688. 
; ¥ 
Puce Pv Doiiag Goo ® ac. Five Dowans « Yeau. 


Offices: 10 Spruce St., New York. 
Pier 2—__ 1898. 


‘9 GEO. P. ROWELL & CO., Dr. 


To 








Terms, Net Cash. 


To one copy American Newspaper Directory for 1868, 
Spe a tissue, . - « ° $5.00. 
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One We Buy. 


Others Come Free. 
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W 6B. WELCH, SECRETARY AND Manacen 


PARCHEN-D'ACHEUL DRUG CO. 


WHOLESALE 


DRUGGISTS. 


BUTTE, MONTANA,. FEB . 19 1898 .1869 
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Advertising 
In the... 


Brooklyn “L’| 


Cars is wnapproachable. 
There is nothing to equal 
it. It gives the greatest 
display and most satis- 
factory results. ....- 





For Folder, Rates, etc., address 


GEO. KISSAM & CO. 
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DEPARTMENT 


1 es or plans for advertising. As 
¢ 
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many 
ticism. re is no charge forit. PRINTE 


OF CRITICISM. 


* 
i 
‘By Charles Austin Bates. 


Readers of PRINTERS’ INK may send to this Sopertnent advertisements, booklets, cata- 
as le 
RS’ INK “ pays the freight.” 


will receive full, honest, earnest 





Electrical Apparatus. 
CLEVELAND, Ohio, Feb. 21, 1898. 


Editor of Printers’ INK: 


I was much interested in reading the last 
copy of Printers’ Ink, and especially the 
article as to advertising one’s competitors, 
etc. This ad may not have come to your 
notice. This is only a Ter of the way this 
company advertises. I feel that if I was in 
their place I would rather talk about the 
good qualities of my own lamp, if it had any. 

I also inclose a page from the Western 
Electrician of January 27. I think both of 
these poor examples of advertising. Yours 
very truly, R. C. Foster, President. 


“In the Bright Lexicon 
of Youth There Is 
No Such Word as Fail !” 


We use this kind of a dictionary, but the 
members of the trust companies evidently 
use one which contains the word, and we 
think any of them could give acorrect defini- 
tion of the word faii if they cared to. 

They tried to coax us to join the ‘I'rust, but 
failed. Rie 

They offered to pay us to join the Trust, 
but failed. - 

They brought suits against us to compel 
us to join the Trust, but failed. 

hey have sought by every means which 
they could devise to force us into the Trust. 

The have misrepresented their goods and 
ours, hove circulated reports that we were 
going to join the Trust, that we were closed 
up, that our lamps were no good, that the 
people we employ were not competent, that 
we needed a guardian and they proposed to 
act in that capacity for us. This served only 
one purpose, and that was to add new cus- 
tomers .to our already long list and to 
strengthen the purpose of our old customers 
not to buy Trust lamps so long as our lamps 
continue to give satisfaction. 

They now seek to dispose of their old lamps, 
which have been used for several years to pad 
their inventory, by organizing fake com- 
panies and putting out these old fossils at 
“‘any old price” to take away our trade. 
This will also fail. If we have any second- 
grade lamps, and they are ot. few, we sell 
them as such, price 14c.; our best lamps are 
I 


Tue CornMAN ComMPANy, t 





7c. 

Can’t you use some ? 

P. S.—The only reason they have not done 
some other mean thing is they have not 
thought of it yet, but they probably will if 
they have time. 

THE WARREN ELECTRIC & SPE- 
CIALTY CO., 
Manufacturers of high-grade anti trust in- 
candescent lamps, WARREN, On10. Rein- 
hard ee Serf York agent, 253 Broad- 
way \\. S. Hu hicago agent, 719, 167 
Dearborn St. . — 
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Asarule, and a very general rule, 
it is the height of folly to use your ad- 
vertising space to talk about your com- 
petitors. There is one time, however, 
when it may pay—that is, when the 
competitor is a good deal bigger, 
stronger and better established than 
you are, and it pays then only if you 
can abuse the competitor into abusing 
you. If acomparatively weak concern 
can get a big concern to talk about it 
in its advertisements, it has accom- 
plished quite a good deal. It has 
secured an acknowledgement of com- 
petition. 

It is a pretty good thing to ‘‘ roast” 
trusts. People generally think they 
don’t like trusts. 

Presuming that the trust is bigger 
than the Warren Company, it would 
be foolish for the trust to advertise 
directly against them. 

As such ads go, this one from the 
Western Electrician is first rate. It 
makes all of its points in an apparent- 
ly good humored way. The whole 
ad sounds as if the Warren Company 
was getting along pretty well, thank 
you, in spite of the trust, and the tone 
of the ad makes one teel favorably 
disposed toward the advertiser. The 
company seems to think that it is 
making a creditable, successful fight. 
The ad sounds as if the company 
were prosperous and cheerful, and 
everybody likes to do business ‘with 
cheerful and prosperous concerns. 

A man once told me that he had 
been warned not to go to a certain 
other man for work; that the other 
man was so busy that he couldn’t give 
the work the right sort of attention. 
He told me that he wentas straight as 
possible to that man. He figured 
that if the man was so very busy, 
there must be something about his 
work that made him busy—said that 
busy men were the men he wanted to 
deal with. 

And he was right. 

+ * 


A hardware store sends me some of 
its ads for criticism. 
I do not see anything remarkable in 











the fact that they needed a microscope 
to discover the result of their adver- 
tising, nor do I much biame them for 
seriously thinking of sending their 
money to the heathen. 

A one-inch space is altogether too 
small to permit the use of an effective 
illustration. It’s almost too small to 
be of much use, anyway. If their 
business will not warrant the increase 
of the amount of space they are now 
using, it would be advisable for them 
to use two inches every other day, in- 
stead of one inch every day. 

Instead of using designs and pictures 
depend upon one or two lines of very 
heavy display type to attract attention. 

Instead of trying to advertise the 
whole store in a little space, take some 
one seasonable thing or class of things, 
and tell as much as can be told about 
it in so small a space, and give the 

rice. 

Most of these ads say nothing at all 
and then stop. For instance, one says, 
‘*Jackscrews and crowbars, rope, 
tackle, blocks.” Another says, ‘‘Skates 
and sleds from cheapest to best.” 

Now, probably, everybody knows 
that this firm keeps a hardware store, 
and it doesn’t take a very vivid imagi- 
nation to arrive at the conclusion that 
they keep all these things. 

Newspaper space costs altogether too 
much to waste in telling people things 
they know. Tell them something they 
dont know. Take one kind of skates, 
or one sled, or one kind of a saw, 
and tell all about it. Say that it’s a 
good sled, or a good saw, or what not, 
and tell why and give the price. Then 
you will have an advertisement that 
really advertises something. 

Don’t say ‘‘high quality and low 
price,”’ or ‘‘from cheapest to best.” 
Say that the quality is good, but tell 
why. Say that the price is low and 
give it. 

If these hardware men will change 
their form of advertising according 
to these suggestions, they will at least 
bea little nearer to the golden stairs 
of prosperity of which they speak. 

* * 


* 
F. S. Holt of Montgomery, Ala., 
sends me the heading of the first pages 
of the Montgomery Advertiser with 
Holt’s ad at each end of the title of the 
paper. The heading reads as follows: 
** Holt cleans clothes. 109 South 
Court street. The Montgomery Ad- 
vertiser, Holt repairs clothes. Tele- 
phone, 432.” 
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This may be a good thing for Holt. 

It is certainly a bad thing for the 
Montgomery Advertiser. 

If I was running a newspaper and 
couldn’t possibly keep the sheriff out 
of the place in any other way, I should 
probably sell my ‘‘ears” to some ad- 
vertiser, but as long as pay day was 
not a ghastly horror to me and I was 
able to pay paper bills to the satisfac- 
tion of the dealer, I would use the 
heading of my paper for the paper's 
own business. Not that I think this 
space is worth so much more than any 
other space in the paper for advertising, 
but the clear, white space with which 
to throw into bolder relief the title of 
the paper is worth more to the pub- 
lisher than any other space he owns, 

A paper with ads at the sides of its 
head-line always looks cheap. It is 
bad enough for a bound magazine to 
sell margins around the outside of the 
ads on its last page. It is enough 
for a county fair programme pu 
lisher to sell margins. When a news- 
paper publisher does it, it puts the 
paper in the same class with the fair 
programme. 

It is generally new and inexperienced 
advertisers. who want freak positions 
for their ads. You never see a Royal 
Baking Powder ad on the head-line of 
a newspaper, nor do you ever see one 
of their ads turned upside down, un- 
less it is a mistake of the make-up 
man, and then it’s safe to bet that the 
Royal Baking Powder Co. don’t pay 
for the ad. 

For what Mr. Holt has to pay for 
these little head-line ads he could prob- 
ably get four or six inches next to 
reading matter on a good page in the 
paper. He might probably get a good 
deal more space than that. 

In a really good newspaper I believe 
that top of column next to reading 
is about the limit of position that is 
worth paying for. op of column 
with reading on two sides and below, 
is, of course, the best position obtain- 
able in any paper, but if I can have 
top of column next to reading without 
extra charge, and the other position 
costs 25 per cent extra, I will content 
myself with top of column next to 
reading. I doubt if one position is 
worth Io per cent more than the other. 

The advertising of a dye:ng and 
cleaning establishment requires words 
to make it effective. The mere state- 
ment that ‘* Holt cleans clothes” will 
not produce much business, Every- 
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body knows that there are many dyers 
and cleaners, and that any one of them 
would be glad to take his old clothes 
and clean them up. If a cleaner wants 
to have the clothes actually come in for 
cleaning, he must argue about it to the 
extent of convincing his prospective 
customer of the economy and urgent 
need of the work. He ought to make 
it easy for a customer to deal with him. 
On receipt of a postal card request he 
ought to call for the clothes that are to 
be cleaned and repaired and return them 
promptly and in good order. He ought 
to advertise the fact that he does these 
things and he ought to tell about what 
it costs. 

Mr. Holt’s letter-head advertises him 
a good deal better than his ads. It is 
suggestive of the convenience and econ- 
omy of his work. Aside from his name 
and address the heading contains the 
following matter. 

Men’s clothing cleaned or dyed, re-bound 
new buttons and all necessary repairs an 
Augen made. - 

‘e pay express to Montgomery. 

Cleaning and dyeing ladies’ and children’s 
fancy dresses, gloves, slippers, etc., etc., a 
specialty. 

Work sent for and delivered. 

* * 
* 
Osnxosu, Wis., Jan. 4, 1898. 
Mr. Chas. Austin Bates: 

Dear Sir—Herewith please find my last ad. 
Kindly favor us by criticising it, also give us 
your opinion which is best from a typograph- 
ical standpoint. If possible, let me know 
if it is a common, estes thing for a young 
man twenty-three years old with only four 
months’ experience in adwriting to turn out 
an ad similar to this. Nine-tenths of it is 
my own thoughts and words. If it is a com- 
mon thing please let me down easy. If it 
isn’t, also use caution, as my financial stand- 
ing may not allow the purchase of a new 
headgear. 

I feel certain that if you knew how anx- 
iously I waited your opinion you would 
answer this letter. Hoping to hear from you, 
in i of knowing how valuable your time 
is, [ remain, Respectfully yours, 

Frank Stim. 

240 Eighth street, Oshkosh, Wis. 

P. S.—To better understand this ad I must 
say that competition has been quite per- 
sonal of late, and besides we are bucking 
fire and closing out sales. 

The young man from Oshkosh is 
headed in the right direction. His ads 
are simple, clean and bright looking. 
They look inviting. The display is ex- 
cellent. The wording is first rate. 

But he has wasted space. He could 
have secured just as good display, kept 
his ads looking just as clean and at- 
tractive, and used one-quarter to one- 
third less space in the paper. 

The ads occupy four full columns 


with a border. In one case there is an 
inch and a half of white space between 
the border and the type all around the 
ad, and three-quarters of an inch of 
white space between the two columns 
in which the ad is set. In the other 
ad the space between the border and 
the type is only a quarter of an inch 
(which is all righ), but the space be. 
tween the items is three-quarters of an 
inch when one-sixth of an inch would 
be plenty. 

Mr. Stim has shown remarkable for- 
bearance in the use of type. His dis- 

lay is confined to two sizes of De 

inne italic, and the talk and descrip 
tions used in his ad are set in ten 
point old style. 

There is nothing brilliant about the 
composition of the ad—that is distinctly 
in Mr. Stim’s favor. The ad doesn’t 
sound adsmithy. it doesn’t sound as 
if somebody was trying to say some- 
thing or explode in the attempt. The 
matter is commonsensible. 

I reproduce four out of twenty-five 
or thirty items in one of the ads: 





Tickings. 

There may not be a vast difference in the 
Price of ticking here and elsewhere, if you 
didn’t take quality into consideration. But 
when you do that, there’s no comparison 
whatever. Swift River ticking, you all 
know it; it’s good quality and extra wide; 
others are proud to tell you the price is only 
7c. per yard, our price Friday and Saturday, 
4c. 

Cretonne. 

It seldom happens that such good quality 
is found in company with these low prices. 
Wm. Simpson & Son’s best quality cretonne, 
full 36 inches wide, all new and handsome 
designs, for Friday and Saturday, 8c. 


Huck Towels. 


What a difference in Towels ! There is as 
much art in buying Towels as anything else. 
This same all linen, large size Huck Towel 
you have seen advertised elsewhere, some- 
times special cut price sale roc., sometimes 
clearance sale price 12c., etc., all this while 
our regular price was only ten cents, for Fri- 
day and Saturday, 8c. 


Pique. 


Facts are always stated in our advertise- 
ments. Those who have ever traded here 
know that we always have what we say, and 
more sometimes. Extra good quality pique, 
all new and pretty designs ; other merchants 
don’t blush one bit when they ask 15c. for it. 
Friday and Saturday, 8c. 
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A result of push. 


Boyce’s Big Weeklies, 


600,000 Copies Weekly. 


$1.60 per agate line per issue. 


Boyce’s Monthly, 


400,000 Copies Monthly. 


Circulation still climbing 


Our papers are 


full of advertising 


because it pays. 


Try the sure ones, 


MAb bbb 


experiment afterwards. 


W. D. Boyce Co., 


Boyce Building, 


Chicago, Ill. 
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